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Executive summary  
 
The launch of the new product line, consisting of the Stressless Jazz and Blues has raised 
some questions concerning the distribution strategies and target customers for the new 
product line.  The identified research objectives therefore consisted of analyzing the 
effectiveness of the current distribution system, and considering alternative distribution 
strategies. A part of this research consisted of identifying the customer segment actually 
purchasing the new products. 
 
A qualitative research approach is used, consisting of in‐depth interviews combined with a 
small scale customer survey. The data analysis performed is based on elements of Grounded 
Theory, used to categorize and develop core categories of the research findings.  
 
A marketing analysis was performed in order to conclude the dissertation objectives. The key 
findings in the analysis consisted of factors implying that the target customers of the Jazz 
consist of a younger segment, which do not necessarily buy furniture in the existing 
traditional system of Ekornes dealers. Following the marketing analysis, the customer 
segments and market position of the interviewed dealers were found to correspond more to 
the traditional Ekornes segments. There were also no apparent differences found between 
the best selling and the less successful dealers. The differences in the level of sales may 
therefore be assigned to differences in geographic, demographic and psychographic factors.  
Although the identified segment is reached to a certain extent, it is argued that the full 
potential of the segment is not effectively targeted. The current distribution system may 
therefore not be the best suited for the new product range. Alternative distribution 
strategies were considered.  
 
Based on the marketing analysis, strategic recommendations for the new product line 
consist of expanding the distribution system and reaching new segments, as a supplement to 
the existing distribution strategy. 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Chapter 1: Introduction 
 
1.1 Introduction 
The objective of this chapter is to present an overview of the dissertation project, and the 
aims of the study.  The dissertation project is written in cooperation with our client, Ekornes.  
 
 
1.2 Introduction of the company 
Ekornes ASA is the largest furniture manufacturer in the Nordic region and owns such brand 
names as Ekornes®, Stressless and Svane. All products are manufactured in the seven 
factories located in Norway and marketed across large parts of the world by a network of 
national and regional sales companies. Stressless is one of the world’s most famous furniture 
brands, and will be the focus of this project. The Ekornes Ltd. Sales Company was established 
in the UK in 1983, and has over the years successfully established the Stressless brand in the 
UK market. The brand is well known in the UK, and has enjoyed great success.  
 
1.2.1 Vision and business concept 
Ekornes’ vision is to be one of the world’s most attractive suppliers of furniture for the 
home. The business concept is focused on offering products that, in terms of price and 
design, appeal to a broad audience. In addition, the company aims to develop and 
manufacture products offering excellent comfort and functionality giving the customers 
value for money (Ekornes, 2009). 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1.3 Introduction to the research 
Stressless was introduced in 1971 as the first recliner designed to meet the body’s need for 
movement and support when seated and became known as the ultimate recliner. The 
company became known as ‘The Innovators of Comfort™”, and is today a well known brand 
worldwide.  
At the time the product was a revolution in comfort and functionality, and soon became an 
international success. Stressless recliners offer patented features, such as the glide system 
that follows your slightest movements and the Plus™ system for correct neck and lumbar 
support in every position. Stressless is one of the best known design icons abroad and a well‐
known international brand, and has been copied and imitated by many (Ekornes, 2009). The 
company has also enjoyed market leadership in the recliner market.  
The company’s market positioning is based on comfort and functionality as some of the main 
benefits offered by the products.  The products are always sold under the Stressless brand 
name, which is an important factor in the choice of distribution systems. The Stressless 
products are always displayed in a showroom designated only to Ekornes products. The 
showroom is part of the company’s marketing concept. 
 
In recent years, Ekornes has launched a new line of recliners consisting of the Stressless Jazz 
and Stressless Blues. The new range has a modern look with its simple lines and visible 
stainless steel frame, while still offering the same quality and comfort.  
 
The Stressless Jazz was launched in 2006. Its design consists of elegant lines, smooth 
surfaces and stainless steel curves to sit comfortably in the most contemporary of living 
spaces. The product is offered in two options, the Jazz Medium and Large. The Stressless Jazz 
also won the award for “Design excellence” by The Norwegian Design Council in 2008 
(Appendix A). 
 
The Stressless Blues is the new top‐of‐the‐range recliner (Appendix B). Stressless Blues has 
the same modern curves in stainless steel, and a sophisticated image. However, it has a 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softer, design that will make it appeal to those who prefer a more classic Stressless design. 
Stressless Blues is a modern, exclusive recliner with emphasis on personality, comfort and 
function. It was launched in 2009, and also comes in two sizes, the Blues Medium and Large 
(Ekornes, 2009). 
 
 The launch of the new product line has raised some questions concerning the distribution 
strategies and customers for the new product line. This research study will focus on these 
aspects. 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Chapter 2: Presentation of problem area  
 
2.1 Introduction 
The objective of this chapter is to give a presentation of the problem area and give a precise 
definition of the research problem. The chapter also presents the terms of reference, which 
limit the scope of the research. 
 
2.2 Introduction of problem area 
The new product range has a modern look with simple lines, and is quite different from the 
traditional Stressless range. With the new product line, Ekornes’ is aiming to target the 
younger consumer segment, which is more concerned with modern design and style.  The 
new product line has been launched through existing distribution channels across the UK.  
 
The target customers the Stressless Jazz was originally aimed at are based on the types of 
people who responded to a national advertising campaign in 2008. The classification of the 
identified segments for the Jazz showed that the new identified segments were quite 
different from the more traditional customer groups.  
 
Ekornes has traditionally used a distribution system comprised of independent, small‐ to 
medium sized retailers. This approach has raised some questions regarding the effectiveness 
of the current distribution systems in selling the new product line.  Due to the fact that the 
new product line is aimed at a younger customer segment, there is a question of if the 
current distribution system, used to target Ekornes core customers, is successfully targeting 
the younger customer group. Naturally, the next question to consider is alternative 
distribution strategies. 
 
2.3 Aims and objectives 
Our research objectives are based on an existing problem area, and are developed in close 
cooperation with Ekornes. After discussing some of the aspects of this problem, including 
some of the issues the company wished to examine, we have developed two main guiding 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overall research objectives which we will be considering. In this respect, the aim of this study 
is based on the two following aspects; 
 
1. Is the current distribution system and /or strategy the best suited for the new 
product range? 
2. If not, what are alternative distribution strategies? 
 
In order to reach our research objectives, it was necessary to develop several more precise 
questions; 
 
 What kind of customer segment do the selected dealers appeal to? 
 What kind of market position do these dealers have? 
 Who are the Stressless Jazz/Blues customers? 
 Is Ekornes reaching the target consumers of this new product range? 
 What are the dealers who are more successful doing different, and can this be 
applied to others? 
 
 
The aim of this study is to effectively analyze the above listed issues, and develop 
recommendations based on the conducted research and analysis. 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2.4 Terms of reference 
As this is a small scale research study, the authors have not had the resources to carry out an 
extensive examination of the field in question.  This study will mainly review: 
 
 A sample of selected Ekornes dealers 
 The dealers own impressions and opinions 
 The current distribution system 
 
Conclusions are drawn on the basis of a small sample of retailers. Furthermore, the research 
is based only at a group level as this gives a more generic overview of the types of customers 
Ekornes is looking to target. This research is therefore not based on the customers own 
views and opinions. The research also does not include an in‐depth investigation of 
demographic, geographic and psychographic factors. The limitations of the research are: 
 
 A small sample size 
 Research based on a generic overview of customer characteristics 
 Research based on ideas, impressions, and own opinions 
 
  
Definition of terms:  
 
Primary research: Field research conducted with selected respondents. 
 
Secondary research: Research conducted by others, secondary sources such as reports and 
other literature. 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Chapter 3: Literature review 
 
3.1 Introduction 
This chapter presents the literature review, which is used to summarize the main concepts 
and knowledge used in the research. This dissertation will include and study some of the 
main concepts presented in the following: 
 
 Market segmentation 
 Consumer behaviour 
 Branding  
 The product lifecycle  
 Distribution strategies  
 
3.2 Market segmentation 
A market consists of customers with similar needs. However, customers are never 
homogenous and differ when it comes to benefits wanted, the price they are willing to pay 
and the media they view. Marketers therefore segment the market and target one or more 
of these segments with specialized offerings (Doyle & Stern, 2006). 
 
Companies find it useful to segment customers by value or need in order to effectively tailor 
the product offer. According to Doyle & Stern (2006), the main reasons for market 
segmentation are; better matching of customer needs, enhanced profits and opportunities 
for growth, retention of customers, targeted communications, stimulation of innovation and 
increased market share. Two broad groups of variables are used to segment consumer 
markets: 1) customer needs and behavioural considerations, and 2) descriptive 
characteristics (Kotler & Keller, 2006). 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Customer needs are the basic criteria for segmenting a market consisting of customers 
whose needs are homogenous, who are seeking the same benefits and therefore are likely 
to respond similarly. Other behavioural considerations are; use occasions and brands (Kotler 
& Keller, 2006).The second type of segmentation variables are descriptive and measurable 
characteristics such as geographic, demographic and psychographic factors (Doyle & Stern, 
2006).  
 
 
3.2.1 Geographic segmentation 
Geographic segmentation consists of dividing the market into different geographic units 
such as nations, states, regions, cities, urban or rural areas, and neighbourhoods (Kotler & 
Keller, 2006). The company can operate in one or all areas, and take into consideration local 
variations.  As will be shown later, marketers can use different software and classification 
systems to define the geographic locations of their customers (Kotler & Keller, 2006).  
 
 
3.2.2 Demographic segmentation 
In demographic segmentation, the market can be divided on the basis of variables such as 
age, gender, family size, family life cycle, income, occupation, education, social class etc. 
(Kotler & Keller, 2006). The use of demographic variables to distinguish customers is 
increasingly popular due to the fact that consumer needs, wants and usage rates, product 
and brand preferences are often associated with demographic factors (Kotler & Keller, 
2006). When it comes to the age and life‐cycle stage, consumer wants and needs change 
with age and the stage in the family life cycle. Income and social class also have a strong 
influence on preference for products, as well as choice of retailers (Kotler & Keller, 2006). 
 
 
   
Leeds Metropolitan University 19 
3.2.3 Psychographic segmentation 
Psychographics combine psychology and demographics in order to better understand 
consumers. Buyers are divided into different groups on the basis of psychological and 
personality traits, lifestyle and values (Kotler & Keller, 2006). There are many different 
commercial classification systems. One such relevant classification system will be audited at 
a later stage. 
 
3.2.4 Behavioural segmentation 
According to Kotler & Keller (2006), this type of segmentation divides buyers into groups on 
the basis of their knowledge of, attitude toward, use of, or response to a product. 
Furthermore, many marketers believe that behavioural variable such as occasions, benefits, 
user status, usage rate, loyalty status and attitude, are the best starting points for 
constructing market segments (Kotler & Keller, 2006). 
 
3.2.5 Market targeting and positioning 
Management has several strategic choices when developing a market strategy. These are; 
differentiated, undifferentiated and focused marketing (Doyle & Stern, 2006). Because 
customer needs are not homogenous, differentiated marketing is often the most common 
strategy and is the most relevant for this study. 
 
Differential advantage 
The choice of target market determines where the business will compete. The key task is to 
create a sustainable differential advantage; a perceived difference which may be based on a 
product that is perceived as superior, has better service support or lower price (Doyle & 
Stern, 2006). A differential advantage can help achieve a higher market share and profits, 
and build a strong brand name (Doyle & Stern, 2006). 
 A differential advantage is based on customer value; the utility or total satisfaction they 
perceive the product to offer. According to Doyle & Stern (2006), the drivers of utility can be 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product, service, personnel, and image drivers. The two drivers of utility which are relevant 
for the purpose of this study are; product and image drivers.  
 
3.2.6 Product utility factors 
The physical product can be differentiated by design. The product factors for achieving a 
differential advantage which are of main relevance to this study are: 
 
• Performance; the level of the product’s primary operating characteristics 
• Features; characteristics added to the primary function, the augmented product 
• Reliability; the likelihood of problems with the product 
• Conformance; the degree to which product design and operating characteristics meet 
expectations 
• Durability; the expected working life 
• Aesthetics; how the product looks and feels to the customer  
(Doyle & Stern, 2006) 
3.2.7  Image utility factors 
According to Doyle & Stern (2006), the image and the brand of the company should be a 
major source of differential advantage. A strong image can give the customer confidence in 
the product. This confidence value may be in the socio‐psychological utility of the brand or 
its economic performance. Socio‐psychological confidence is created when customers 
perceive the brand as enabling positive personal or social statements, while economic 
confidence is achieved when a brand name creates an image of reliability, performance or 
value (Doyle & Stern, 2006). Value can mainly be created through image enhancement such 
as the reality of the product; superior product performance, service and quality.  
 
However, advertising and other related media can help articulate, clarify and reinforce the 
brand image and personality that the company wishes to communicate. Advertising and 
promotion also make customers aware of the offer and speed up the recognition of the 
brand (Doyle & Stern, 2006). 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3.3 Market positioning strategy 
Positioning strategy can be described as the choice of target market segments, which 
determine where the company competes, and the choice of differential advantage, the 
choice of how the company competes (Doyle & Stern, 2006:p.84). Kotler (2003:p. 310) has 
defined positioning in terms of enabling a brand to occupy a “distinct and valued” place in 
the in the mind of the target consumer. Positioning is often described as “the battle for your 
mind”. Positioning should ensure that customers instantly associate a brand with ideally one 
or two functional benefit.  
 
A good brand positioning helps guide marketing strategy by clarifying the brand’s essence, 
what goals it helps achieve, and how it does so in a unique way (Kotler & Keller, 2006:p. 
310). According to Percy & Elliott (2007), when thinking about the underlying motive in 
terms of “why the consumer wants’ a brand”, benefits can be expressed in terms of 
attributes and characteristics.  
 
The result of positioning is the customer value proposition. Companies should aim to create 
a strong, competitive brand positioning (Kotler & Keller, 2006).  According to Percy & Elliott 
(2007), there are two basic types of positioning; central vs. differentiated positioning. It can 
be argued that the Stressless brand is centrally positioned, as it delivers all the main benefits 
generally associated with the product category and is also the category leader. 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3.4 The Marketing Mix 
The four P’s represent the sellers` view of the marketing tools available for influencing 
buyers. Each marketing tool is designed to deliver a customer benefit from a buyer’s point of 
view (Kotler &Keller, 2006:p.19).  
 
 
Figure 1: The Marketing Mix 
 
The goal of the four P's is to influence the customers in order to create perceived value and 
generate a positive response. Product decisions include aspect such as product variety, 
quality, design, features, brand name, packaging, size, services, warranties and returns 
(Kotler & Keller, 2006:p.19). The price is the one aspect which generates sales revenue, and 
is in theory determined by perceived value of the product. The distribution of the product 
includes aspects such as channels, coverage, assortments, locations, inventory and 
transport, in other words the means for getting the product to the target consumers (Kotler 
& Keller, 2006).Promotion includes aspects such as sale promotion, advertising, sale force, 
public relations and direct marketing (Kotler & Keller, 2006). 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3.5 Branding 
 
“A brand is a name, term, sign, symbol or design, or a combination of them, intended to 
identify the goods or services and to differentiate them from those of competitors” 
The American Marketing Association 
 
However, this definition ignores the fact that a consumer’s relationship with a brand is much 
more than just a distinguishing logo/trademark. It is also about feelings, beliefs, values and 
associations that make the brand represent more than just the sum of its parts. In other 
words, a brand adds dimensions that in some way differentiate the product from other 
products or services designed to meet the same needs. These differences may be functional, 
rational, or tangible, and related to what the brand represents (Kotler & Keller, 2006). 
 
 In this sense, the consumers learn about brands through past experiences with the product 
and its marketing, and may evaluate the identical product differently depending on how it is 
branded (Kotler & Keller, 2006). “At the heart of a successful brand is a great product or 
service, backed by creatively designed and executed marketing” (Kotler & Keller, 2006; 
p.273).   The brand simplifies decision making and reduces risk.  
 
 
3.5.1 Added value  
 It embodies additional attributes, which may be considered intangible, but nevertheless 
very real for the purchaser or user. According to De Chernatony & McDonald (2007), the 
most effective dimensions of competition are the relative added values of competing 
brands. The core product is the tangible features of the product. The added values are found 
in the augmented product, in other words the “product surround” (De Chernatony & 
McDonald, 2007). These added values result from effective marketing strategies which 
develop a distinctive position of the brand in the customer’s mental map of the market. In a 
sense, the brand only exists in the mind of the consumer (Percy & Elliott, 2007). 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3.5.2 Brand Equity 
The effect of positive brand attitude leads to brand equity which represents an added value 
to the consumer’s mind, enhancing the overall value of the product well beyond its merely 
functional purpose (Percy & Elliott, 2007; p.228). Brand equity therefore represents an 
important intangible asset to the firm and provides added value to the product (Percy & 
Elliott, 2007). Brand differences are often related to attributes or benefits of the product 
itself. Branding is therefore about understanding consumer motivations and desires, and 
creating relevant and appealing images around the product (Kotler & Keller, 2006). 
 
3.5.3 Brand identity and image 
According to Ward et al., (1999)  “a brand is a distinctive identity that differentiates a 
relevant, enduring and credible promise of value associated with a product, service or 
organisation and indicates the source of that promise” (De Chernatony & McDonald, 2003). 
In other words, by making a promise about the benefits the brand can offer, value is being 
added over and above the simple basic product features (de Chernatony & McDonald, 2003). 
The credibility of the brand promise is dependent upon persistence and consistency in its 
delivery, and if achieved, can represent a significant competitive advantage (de Chernatony 
& McDonald, 2003).  
 
3.5.4 Brand awareness 
Strong brand awareness is important and essential for intentional brand purchase, and can 
prove to be a significant competitive advantage. Brand awareness may take two forms; 
recognition or recall (Percy & Elliott, 2007). Recognition brand awareness is the ability to 
recognize a brand at the point‐of‐purchase. For other purchase decisions, a brand name 
must be recalled from memory once the need for the product is recognized (Percy & Elliott, 
2007; p.86). Brand awareness and attitude is built through marketing communication. A 
strong, positive brand attitude results in a key preference and loyalty for the brand. 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Brand loyal consumers have a reluctance to switch brands. According to Franzen (1999), 
loyal brand users have a high degree of “bonding with the brand”(Percy & Elliott, 2007). 
Strong brand loyalty can also form a barrier to new brands entering a category.  Especially 
with high‐involvement purchases, there is high perceived risk in switching brands, and 
consumers may therefore be reluctant to switch if satisfied with the brand. This is illustrated 
in Percy & Elliott’s (2007) Loyalty Model, which shows that when a consumer is very satisfied 
and there is high perceived risk in switching, loyalty is assured.  
 
 
 
Fig. 2 Brand Loyalty model 
 
 
3.5.5 The Country‐of‐Origin effect 
Another important factor is the country‐of‐origin effect. The origin of the product influences 
the consumer’s evaluation of quality and other elements of the product. This is an important 
element in the Stressless brand. All Ekornes and Stressless products are manufactured in 
Norway. According to an article by Professor Erik B. Nes, at BI Norwegian School of 
Management, Norway has a positive country‐of‐origin effect (Nes, 2001). Specifically when it 
comes to quality, Scandinavian products are considered reliable and high quality. 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3.6 The Consumer behaviour concept 
According to Schiffman & Kanuk (2007), consumer behaviour is defined as the behaviour 
consumers’ display in searching for, purchasing, using, evaluating and disposing of products 
and services that they expect will satisfy their needs. The consumer behaviour study enables 
marketers to predict what, why, when and how consumers buy. This enables marketers to 
implement more effective marketing to reach their target group (Schiffman & Kanuk, 2007). 
The consumer behaviour concept is used in order to understand buyer behaviour for the 
purposes of this study.  
 
3.6.1 Buyer behaviour 
In order to understand consumer behaviour Kotler (2006), basis his approach on the 
“Stimulus‐response model”. 
 
              
Fig.3 Buyer behaviour 
 
There are other external stimuli such as economic, technological, political and cultural 
factors. These stimuli combined with the consumers’ psychology and characteristics create a 
base for the buying decision process. This set of psychological processes leads to the actual 
decision regarding the choice of product, brand, dealer, purchase timing and purchase 
amount. 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3.6.2 The factors that influence the buying decision process 
 
Personal factors 
Demographic factors 
Consumer demographics are important for marketers. Demographic factors such as age, sex, 
family  size,  income,  occupation,  education  etc  influence  buyer  behaviour  (Doyle  &  Stern, 
2006).  
 
 
Level of involvement factors 
One must take account of the level of involvement the consumers show in the decision they 
make, their personal interest and engagement in the process. Consumer involvement can be 
defined as  the  level of  engagement and active processing undertaken by  the  consumer  in 
responding to a marketing stimulus (Kotler & Keller, 2006).  
 
The  consumer  can either have enduring  involvement  to  a product which  continues out of 
sustained interest in the product category, or a situational involvement. Involvement can be 
divided into high‐ or low involvement depending on the product in question. The degree of 
involvement is determined by how important consumers perceive the product or service to 
be (Blackwell et al., 2001).  
 
Lifestyle factors 
Lifestyle is a mode of living as reflected in consumers` unique patterns of attitudes, interests 
and opinions. Furthermore by looking at lifestyle one can get a deeper insight into consumer 
behaviour by researching how consumers spend their  time and what  they  think of various 
elements  of  their  environment.  There  are  two  approaches  to  lifestyle:  traditional  lifestyle 
and contemporary lifestyle. 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Psychological factors 
The most important psychological factors for the purpose of this study are described in the 
following.  
 
Beliefs and attitudes 
Consumer attitudes are a composite of a consumer’s: 
 
1. Beliefs  
2.  Feelings and  
3. Behavioural intentions toward an object‐‐within the context of marketing, usually a 
brand or retail store.  
 
A consumer may hold both positive and negative beliefs toward an object as well as negative 
beliefs.  Furthermore, some beliefs may be neutral, and some may differ in valance 
depending on the person or the situation. Note also that the beliefs that consumers hold 
need not be accurate, and some beliefs may, upon closer examination, be contradictory. 
(Perner, 2008 ) 
 
 
Personality and self‐concept factors 
Personality characteristics influence a person’s buying behaviour. Personality is defined as a 
set of distinguishing human psychological traits that lead to relatively consistent   responses 
to environmental stimuli (Kotler & Keller, 2006:p.182). Personality can be useful in analyzing 
consumer brand choices. The idea is that consumers often choose and use brands that have 
a brand personality consistent with their own actual self‐concept or their ideal self‐concept 
(Kotler & Keller, 2006). 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Social factors 
Reference groups 
Kotler (2006) defines reference groups as to be the direct (face‐to‐face) and indirect 
influence on his attitudes or behaviour. Reference groups are groups such as families, 
friends, colleagues and religion. These groups can give the consumer information on which is 
the best brand and a point of comparison. 
 
Social roles and status 
A person takes part in many groups – family, clubs, and organizations. The position a person 
has in these groups can be defined in terms of role and status. People often buy products 
that reflect and communicate their status, or the status they wish to achieve (Kotler & Keller 
2006, p.180) 
3.6.3 The buying decision process 
A buying‐decision model consisting of five stages is used to better understand the consumer 
buying process. The model shows that the buying process starts prior to the actual purchase 
and has consequences afterward (Kotler & Keller, 2006). However, a consumer does not 
always go through all these stages.  
 
 
Fig. 4 Five Stages of the Consumers buying process 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Need recognition 
Kotler & Keller (2006) point out that the buying process starts when the buyer recognizes a 
problem or need. When a need is stimulated, motivation occurs. This can be triggered by, as 
mentioned earlier, external or internal stimuli. To develop marketing strategies to influence 
the consumers’ interest, marketers need to identify the circumstances that trigger the 
particular need. 
 
Information search 
When the need is identified by the consumer, the consumer will commence with the search 
state. There are many alternatives to collecting information as the consumer has many 
sources of information easily available. The search process may be divided into two stages, 
internal search which is the first stage of informational search and consist of retrieving 
knowledge from memory and earlier experiences. This process is followed by external search 
which needs more dedication and consists of collection of information from peers, family, 
the marketplace or other information channels. (Blackwell 2001) 
 
 
Evaluation of alternatives 
There are numerous brands and alternatives that can satisfy customer needs. Therefore, 
there is no single process used by all consumers to evaluate the competitive alternatives. 
There are nevertheless some basic concepts to the evaluation process. The first and main 
point is that the consumer is trying to satisfy a need. Second, the consumer is looking for 
certain benefits from the product solution. Third, the consumer sees each product as a 
bundle of attributes with varying abilities for delivering the benefits sought to satisfy this 
need. (Kotler & Keller, 2006 p.193) 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Purchase decision 
After going through the evaluation stage and preferences among the brands are formed, 
there are five sub decisions that may have to be considered:  
 
• Brand 
• Dealer 
• Quantity 
• Timing 
• Payment Method 
Ekornes products are considered as rational high involvement purchase. Nevertheless, the 
involvement of a consumer on the rational / emotional scale can vary from individual to 
individual. The main task is to determine how the majority of the target market relates to 
the purchase of the particular product or service. 
 
 
Post‐purchase behaviour 
In the post purchase phases the customer might feel some dissonance. Marketing 
communications should supply beliefs and evaluations that reinforce the consumer’s choice. 
The post purchase satisfaction is closely linked with the perceived expectations and 
perceived performance. If there is a negative gap between perceived expectation and 
performance this will cause dissatisfaction. The actions taken range from 
abandoning/returning the product, complaining or just generally talk bad about the 
company and the product. If the customers are satisfied, this will create positive word‐of‐
mouth (Kotler & Keller 2006:p. 198). 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3.6.4 The Product Life Cycle  
 
 
 
Fig. 5 Product life cycle 
 
The theory suggests that a product has a life cycle which can be divided into five stages as 
illustrated above. The time that each product spends in each stage of the PLC is varying 
depending on the type of product in question (Doyle & Stern, 2006). 
 
There are several advantages with the PLC. It is regarded as a conceptual tool and can be 
applied to individual products as well as to product groups and market sectors. It also aids in 
the determination of appropriate marketing strategies at each stage. Nevertheless, there are 
also disadvantages to the PLC. The products do not always follow the classic life‐cycle and it 
may therefore be difficult to determine the time‐scales for each stage. 
 
 Furthermore it may not be possible to clearly define the stage the product is in, leading to 
inappropriate decisions. Lastly, by focusing on the PLC in a large extent it may be self‐
fulfilling thus restrain the natural evolution of the outcome (Doyle & Stern, 2006). 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3.6.5 Distribution 
Distribution can be divided into a set of channels, which are important economic structures; 
they are also social systems involving individuals and organisations.  
 
3.6.6 Definition of marketing channels 
 
Distributors and dealers 
Here the generation of value is through special services associated with stocking or selling 
inventory, credit and after‐sales services.  The term usually signifies a more structured and 
closer tie between the manufacturer and intermediary in order to allow for the product to 
be delivered efficiently and with appropriate level of expertise. 
 
Channel structure and strategy 
The four most common channel structures in consumer markets are; 
 
‐ Producer – consumer 
‐ Producer – retailer – consumer 
‐ Producer – wholesaler – retailer – consumer 
‐ Producer – agent – wholesaler – retailer – consumer 
Ekornes solely uses the “producer – retailer – consumer” structure. 
 
3.7 Market coverage 
Marketing channels are chosen on the basis of the sales and profit objectives of the firm, the 
resources available and the positioning strategy. The main options for distribution that can 
be distinguished are: 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• Intensive distribution: Low involvement products aimed at the mass market and sold 
at numerous locations. 
• Exclusive distribution: High involvement products aimed to be limited to a small 
number of intermediaries. 
• Selective distribution: Speciality goods aimed at having sufficient cover, but restrict it 
to motivated, knowledgeable dealers.  
(Doyle & Stern 2006) 
 
3.7.1 Retail Location 
The techniques used in regards to location for retailers are used to guide decisions on 
aspects such as: new store locations, floor‐space extensions, chain rationalisation, store 
repositioning, localization of assortment, prices, etc and performance assessment.  
Bowlby et al. (1984) offers a sequence which could be considered part of an ideal retail 
location strategy: 
 
1. Search: the identification of geographical areas that may have potential for new 
outlet(s) 
2. Viability: finding the best site(s) available within the given areas and forecasting the 
store turnover that may be derived from these. 
3. Micro: examination of all the detailed features of a specific site that are relevant to 
potential store performance.  
 
 
Another technique is the checklist technique. This technique is used to evaluate the factors 
to be considered when evaluating potential new trading areas and sites. Some elements of 
these checklists will be common to all retail types, but each retailer’s list is likely to contain 
elements reflecting that company’s particular trading style. The checklist technique consists 
of eight major categories and 36 specific areas of evaluation. However a checklist is used as a 
starting point in an evaluation process; it essentially provides the questions, not the 
answers. 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Figure 6 presents a generalized checklist of the types of information that may be sought in 
order to estimate likely trading areas, forecast turnover and calculate the likely profitability 
of the proposed store.  
 
 
Fig. 6 Checklist technique 
 
3.7.2 Channel Management Decisions 
When considering market coverage and retail selection, it is important to be careful when 
choosing retailers. According to Kotler & Keller (2006; p.483) there are several steps that 
need consideration when selecting channel members. A thorough analysis of every possible 
dealer is important.  
 
The training of channel members is also of great importance, through courses and practice. 
The third element is the motivation of channel members, the importance of creating a 
channel that is tailored towards the intermediate and provides more value for the 
participants. According to Kotler & Keller (2006: p.483) “the company must constantly 
communicate its view that the intermediaries are partners in a joint effort to satisfy end 
users of the product”. 
   
Leeds Metropolitan University 36 
 
The company also needs to evaluate its channel members continuously; by such standards 
as sales quota attainment, average inventory levels, customer delivery time and cooperation 
in promotional and training programs (Kotler, Keller, 2006, p 485). 
 
The company needs to review and possibly change channel arrangements. Modification 
becomes necessary when the channel is not performing in the way it is supposed to. There 
can be several reasons for why a channel is not working, mainly because consumer buying 
patterns change. Secondly that the market expands or new competition arises. A new 
innovative distribution channel can emerge or the product can move into the late stages of 
the PLC cycle (Kotler & Keller, 2006; p.485).  
 
3.7.3 Channel Integration and Systems 
 
There are four main distribution channel systems. The first one is a conventional marketing 
channel which consists of an independent producer, wholesaler and retailer. Secondly, a 
vertical marketing system (VMS) consists of the producer, wholesaler and retailer in a 
unified system. The third channel development is the horizontal marketing system, where 
two or more unrelated companies put together resources or programs to exploit an 
emerging marketing opportunity (Kotler & Keller, 2006; p.488). 
 
The last one is multichannel marketing where a single company chooses to use two or more 
different marketing channels to distribute their products. This can be done in order to reach 
one or more customer groups. There are three major benefits a company can gain by adding 
more channels. These are; increased market coverage, lower channel cost, and customized 
selling (Kotler & Keller, 2006). 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3.7.4 Blueprint for designing marketing channels 
 
 
 
Fig. 7 Analytic approach for designing customer‐driven distribution systems  
 
 
The Blueprint is a planning approach, which enables organisations to reorient their 
distribution system in order to be more responsive to customer needs. This model focuses 
on two major value disciplines – operational excellence and customer intimacy. It has 14 
steps that should be reviewed carefully and sequentially to ensure optimal channel design. 
Prior to a channel‐design process, a product/market strategy must be in place. The lack of 
strategy can lead to the end‐user targeted in the new channel not perceiving the product as 
having competitive price, the right image or the quality characteristics required (Stern et. al, 
1996). 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Chapter 4: Market overview 
 
 
4.1 Introduction 
This chapter presents an overview of the literature which relates to the company, and the 
product line in question. Macro environmental and company analysis is applied and outlined 
in the following.  
 
4.2 Macro environmental analysis 
The PEST analysis is conducted in order to analyze the macro environment the company 
operates in based on political, economical, social and technological factors. The analysis is an 
external audit of uncontrollable variables which have an effect on the company and the 
company’s strategy (Lynch, 2006). The model is illustrated below.  
 
Fig. 8 PEST 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4.2.1 PEST Analysis for Ekornes 
 
 
Table 1 PEST analysis 
       PoliUcal 
• Enviromental factors takes a larger part in the 
consumer decision making process. Sustainability and 
the use of proper natural resources inﬂuences the 
consumers decisions in a larger scale than before. 
Economical 
• The slowdown in the UK housing market aﬀects 
Ekornes , since moving house are one of the main 
reasons to buy furniture ( Appendix D).  
• Ekornes currently conducts almost all of its business 
(94"%) abroad and are having some currency issues due 
to the strong Norwegian krone against the ﬂuctatng 
Dollar and Pound and are experiencing currency loss.  
• The rising unemployment in UK which by march 09 was 
2 million and is estmated to pass 3 million march next 
year. This weakens buying power of prospectve 
customers.  
• The rise of the Non‐specialists strs up an allready 
fragmented market. 
Social 
• Demographics in the UK populaton are shiuing 
towards an ageing populaton. The 65+ is less inclined 
to move house. They consider the livingroom the most 
important room in the house. Comfort is primary and 
they are willing to pay for it(Appendix  E) 
• Wider availability of educaton and the change of the 
economic base in the UK  increase the number of ABs. 
Wealthy executves (A) and aﬄuent greys (B) are from 
Acorn classiﬁcaton, they loathe ﬂatpack and are willing 
to pay for premium quality furniture. Mix and match is 
also likely to appeal to them( Appendix F). 
• Rising demand for space eﬀcient products due to 
trends of smaller propertes. Closely connected with the 
increased percentage of households consistng of 1 or 2 
persons (Appendix G). 
• Smaller size accommadaton is likely to favour a living 
room that complements the rest of the house. These 
trends are likely to beneﬁt contemporary designs over 
traditonal furniture. 
Technology 
• Online retailing in the furniture business  is expected to 
have a growth of 93.9% from 2005‐ 2010 (Appendix H).  
PEST 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4.2.2 Porters five Forces 
Porters Five Forces framework is used to analyze and better understand the industry and 
context in which companies operate (Kotler & Keller, 2006). The Five forces that influence 
the industry in which the firm operates are illustrated below.  
   
                 
Fig. 9 Porters five Forces 
 
The Porters’ Five forces model was applied in order to better understand the context in 
which Ekornes operates. The findings are presented in Table 2. 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Table 2 Porters five forces 
Suppliers 
• Supplier power regarded as fairly low. 
• Ekornes is placed in a good positon towards its 
suppliers. The switching costs are low , because 
there is a range of diﬀerent suppliers who can 
produce the inputs needed.  
• The Stressless range consists of foamed plastc, 
wood, leather and steel.These are regular inputs, 
they can be supplied by several suppliers. 
Threat of entry 
• Barriers to entry are low and there are few 
economies of scale in the UK furniture industry. 
• In 2007 there were 5301 small multples and 
independents in the UK market. This accounts for 
33% of the UK market. Non‐specialists and the 
number of players in the market is increasing 
• Vast amount of players in the UK market make the 
switching costs relatvely low. This makes it easier to 
gain access to the UK furniture market, both as a 
retailer and as a supplier.  
• Cheap Asian imports are creatng havoc in the UK 
market. However, these imports are competng in a 
diﬀerent segment, and therefore mainly concern the 
mass market. 
Buyer power 
• Wide variety of potental customers, which weakens 
buyer power considerably.  
• Specialty retailers tend to focus on one sector.  
• Brand loyalty is unlikely to be highly signiﬁcant, but 
where it does exist it is more likely to be to the 
manufacturer of certain products rather than the 
retailer, such as with Stressless.  
• Buyer power is strengthened somewhat by the 
absence of switching costs for consumers and is 
assessed as moderate in this industry group as a 
whole. 
SubsUtutes 
• Product for product subsUtuUon: 
• Several direct substtutes to Stressless recliners. 
Complete sofa groups from the likes of DFS or Sofa 
Workshop, as well as other living room chairs that 
do not recline, but have similar functons as the 
Stressless.  
• Some substtutes in the same price range and 
cheaper alternatves, such as Zerostress. 
• Generic subsUtuUon: 
• Holidays pose a real threat to furniture retailers. 
People ouen choose between upgrading their 
home and going on expensive holidays. 
• Furniture has had a 3% decline from 2006 to 
2008 (Appendix  I). 
Rivalry 
• The furniture market value has had a growth of 17,1% since 2003.  
• Hjellegjerde and Zerostress are percieved as main compettors in the UK market.  
• Fierce rivalry due to the highly fragmented market and emerging products from Asia. The 
switching costs are low due to the amount of players operatng in the market.  
• Similar products even though Ekornes has patented their technology in over 40 countries.  
• Considerable diversity in the UK living room furniture market, stretching from ﬂat pack 
furniture (IKEA) and non ‐pecialists (Argos), to more customized stores that have their 
main focus on high end customers (Ekornes) 
• Ekornes has enjoyed rising brand recogniton in the UK from 23% in 2006 to 28% in 2008. 
This is a positve trend for Ekornes and places them in a strong positon with a strong 
brand identty compared to their rivals. 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4.3 Ekornes ASA 
4.3.1 Business objectives and operation 
The Ekornes vision is to “become a leading brand name supplier of home furniture in 
domestic and international markets”. The company operates in Europe, Asia and the U.S. 
Ekornes has maintained a strong focus on rationalisation of the production line, which has 
made the company competitive despite national conditions such as high‐cost countries. It is 
these factors that make it the most desirable to carry out product development in‐house.  
Ekornes’ business concept is well developed, with clear and precise goals and objectives. The 
business concept states that Ekornes shall aim to; 
1. be a leading brand‐name supplier of home furniture in the domestic and 
international market 
2. offer products that in price and design address a wide range of consumers 
3. develop and manufacture products that are exceptional in comfort and function 
4. base its marketing on the company’s own brand names 
5. have dealers as direct customers 
6. give dealers good margins, and thereby becoming one of their most profitable 
suppliers 
7. be market leader in its niche (Scandinavian reclining chairs) 
 (Ekornes, 2009) 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4.3.2 Market and product strategy 
Ekornes aims to be the most attractive choice in the defined consumer group and the 
product area. Furthermore, the company’s goal is to develop a “partnership” with the 
individual dealer in a format that suits local market conditions. The purpose is to give the 
individual dealer the motivation and self‐interest to invest in Ekornes’ brand marketing. This 
is done through a selective strategy (Ekornes, 2009).  
Ekornes’ market concept is based on the physical core product with its advantages relating 
to function and use. A developed total product is built around the core product. A number of 
differentiated additional advantages are then built around the total product, including brand 
marketing, studio solutions, focus on the dealers’ profitability, training programmes for shop 
sales staff, selectivity, delivery time and precision, product concept and Internet 
presentation (Ekornes, 2009). 
 
4.3.3 Marketing strategy 
Ekornes combines brand building with sales‐generating marketing. The purpose of the studio 
solution is to better communicate the product benefits and brand profile and to facilitate 
and streamline the work of shop sales staff. Marketing is based on product concepts in terms 
of design and the inter‐dependence between Stressless recliners and sofas. 
The company actively conducts individual consumer marketing. Direct consumer influence is 
an important strategic element in strengthening the position in the consumer market and in 
relation to dealers. Ekornes aims to influence the consumers throughout the purchasing 
process, both individually and together with dealers. The decision‐making process in shops is 
made easier by means of the expertise of studio, shop sales staff and point of sale materials.  
 
   
Leeds Metropolitan University 44 
4.3.4 Branding strategy 
An important part of the branding strategy is to ensure that all products are linked with the 
Stressless brand name, which has become a guarantor of comfort and quality. Ekornes also 
aims to have full control over use of the company’s brand name on the Internet and in 
stores. The internet website is used to inform and influence consumers throughout the 
purchasing process and to direct them to the nearest dealer by attractive, informative 
presentation of the individual dealers on Ekornes’ web site. The Ekornes web site does not 
contain prices, as the main focus is on the products and its attributes (Ekornes 2009). 
 
4.3.5 Production Strategy 
Vital elements of the market strategy include competitive delivery times, delivery precision 
and flawless products, for which the factories have primary responsibility. The company 
practices serial production of components and assembly by customer order, with a focus on 
optimisation of lead times in production. The standard delivery time is 6‐8 weeks. Further 
growth and development has been based on the existing markets, as well as entering new 
markets. Ekornes gives priority to the design and development of product concepts which 
provide functionality and comfort to customers. The appearance and choice of fabrics and 
leathers are aimed to appeal to the high‐volume markets.  
All product development is geared towards sales in international markets. The goal is to 
reduce the number of models, provided that existing ones can be sold in significantly greater 
quantities than at present. Ekornes also focuses on the environment, by its commitment to 
recycling waste and using environment friendly materials. 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4.3.6 Ekornes: Marketing Mix 
 
 
Table 3 Marketing mix 
 
 
       PromoUon 
• Co‐operates with retailers on marketng actvites.  
• Diﬀerent forms of marketng strategies are used in 
each area, depending on demographics.  
• Most frequent form of marketng is newspaper ads 
and TV commercials carried out through marketng 
campaigns twice a year.  
• Recently invested in other forms of viral marketng, 
such as diﬀerent events used to promote the products.   
• In‐store promoton, consistng of showrooms and 
point of sale materials are used, within every retailer.  
• Require each dealer to have a separate showroom to 
distribute the products.  
• Collect guarantee cards to create customer databases, 
which can be used for direct mailing. 
Product 
• Ekornes places the brand name on every product and 
in any form of marketng, which is something that the 
retailers must take into consideraton.  
• Products consist of sofa groups, recliners and tables. 
The Ekornes brand is a signal of quality and gives the 
products added value.   
Price 
• Ekornes uses premium pricing, which consists of a 
high price where there is uniqueness about the 
product and service. This approach is used where a 
substantal compettve advantage exists. This form of 
pricing is used for luxury products in partcular.    
Place 
• Ekornes uses an exclusive form for distributon, 
assigning each of the dealers an exclusive 
geographical sales territory, giving each of them a 
speciﬁc area to market, advertse and sell the product.  
• A classiﬁcaton analysis enables the company to 
calculate a sales target for each dealer.  When 
mapping these areas, other dealers in neighbouring 
areas are considered by using a drive tme tool.  
Target 
market 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4.4 Market situation for Stressless 
General market conditions in the UK deteriorated gradually throughout 2008, with an 
estimated set back in the furniture and home furnishings sector. In the industry insight we 
can see that “the winners, among the specialist are likely to be those with a niche or up 
market positioning as opposed to those leading on price.” (Mintel 2008; p.5). 
 
 
  2008  2007  2006 
UK/Ireland  230,6  228,9  217,4 
 
Table 4 Stressless turnover figures 
 
Ekornes’ sales revenues in 2008 remained unchanged, while order receipts were 5 per cent 
lower than in 2007. In spite of difficult market conditions, Ekornes made substantial 
investments in marketing and brand‐building, in cooperation with the distributors. Price 
incentive campaigns are used to a greater extent than before to stimulate sales. The 
challenge in the UK remains to find relevant distributors who can work in accordance with 
Ekornes’ market strategy. Within the “Scandinavian recliner” segment Ekornes has an 
estimated 45 per cent market share. The competitive picture remains relatively unchanged 
since 2006.The latest UK survey shows that Stressless achieved 28% brand recognition score 
in 2008 while it had 23% in 2006 in the target group over 35 years. (Ekornes 2008) 
 
 
Main Competitors 
• Hjellegjerde 
• Zerostress 
• G‐plan 
 
 
4.4.1 Market segmentation 
The UK market is segmented through a classification system based on different factors of the 
population. Mosaic UK is a classification system which classifies all consumers in the UK into 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61 types, aggregated into 11 groups, in terms of demographics, socio‐economics, lifestyles, 
culture and behaviour. The system classifies consumers by household or postcode, allowing 
firms to optimise the use of the segmentation depending upon the application. Mosaic also 
monitors changes in consumer behaviour (Experian, 2009).  
 
Mosaic UK is used to target, acquire and manage profitable customer relationships. The 
system is used by Ekornes to profile customers, better understand consumer behaviour, 
analyse the demographic characteristics of local areas, identify market potential for products 
and services, and understand the performance of site locations and target communications 
more effectively (See Appendix J). 
 
Ekornes classification 
Ekornes has classified its customers into four different groups; A,C,J,K . These groups are the 
more traditional Ekornes customer groups, and represent different types of customers in 
terms of demographics, socio‐economics, lifestyles, culture and behaviour (See Appendix J). 
 
These groups mainly consist of wealthier people who have stable households and rewarding 
careers, families who are successfully established in comfortable mature homes, pensioners 
living in their own homes who are relatively active in their lifestyles, and people living in 
rural areas where country life has not been influenced by urban consumption patterns 
(Appendix J).  
 
These segments are related to the traditional Ekornes product line. Although they differ in 
terms of demographics, lifestyles, culture and behaviour, there are some factors which seem 
to be consistent. All the groups are comprised of an older segment, ranging from middle‐age 
to retirement, which would indicate that Ekornes products particularly appeal to an older 
segment. It also appears that people within the classified groups are generally well set 
financially. 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New product line  
With regards to the type of consumer the Stressless Jazz is aimed at, Ekornes has based its 
conclusions on the types of people who responded to the national advertising campaign 
during spring 2008.  After profiling these people against Mosaic, new groups were identified. 
These respondents were classified in group E, along with some in group D of Mosaic's 
classification system. The key definitions of these segments are discussed in the following. 
 
Stressless Jazz Classification 
Group E: Urban intelligence 
 This group is classified as young, single and mostly well educated. These people are 
cosmopolitan in tastes and liberal in attitudes. In terms of consumer values, Urban 
Intelligence is the most liberal group in terms of their values, the most catholic in their tastes 
and the most international in their orientation, and highly aware of the values associated 
with different brands. 
 
 
 
 
 Liberal views 
 Cosmopolitan tastes 
 Well educated 
 Full time students 
 
 Cultural variety 
 Open‐minded 
 Few children 
 Young singles 
 Professionals 
Table 5 Key features: Group E
 
Group D: Ties of community 
 People in this group are classified as people living in close knit inner city and manufacturing 
town communities, and responsible workers with unsophisticated tastes. Ties of Community 
can be found in communities that have, to varying degrees, been resistant to the shift 
Key features 
   
Leeds Metropolitan University 49 
toward individualistic consumption styles. These are people whose standing in their 
communities is based on the reputation of their families, their personality and their integrity. 
 
 
 
 
 Package holidays 
 Close knit 
communities 
 Family close by 
 Older houses 
 Small industrial town 
 
 Takeaways 
 Traditional 
 Children 
 Young couples 
 
Table 6 Key feature: Group D 
 
 
 
The Stressless Blues has not yet been classified through Mosaic. This is a relatively new 
product, and there are no sales figures and sufficient information on consumers. One of the 
aims of this study has been to identify which particular customers this product appeals to.  
 
The traditional Ekornes customers are classified quite differently than the types of 
customers the new product line is looking to target. The new identified segments mainly 
differ in terms of the age group and the lifestyle they may appeal to.  
 
 
 
 
 
 
 
 
 
 
Key features 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Distribution  
Ekornes uses a selective strategy. Each of the selected dealers are assigned an exclusive sales 
territory area, giving each of them a geographical area in which to market, advertise and sell 
the product.  The Mosaic analysis is used to calculate the number of potential Stressless 
households in each postcode district, which enables Ekornes to calculate a sales target for 
each dealer.  When mapping these areas, other dealers which may be in neighbouring areas 
are considered by using a drive time tool. For example if it takes a consumer over one hour 
to find their nearest stockist, there is a good probability that they will not be prepared to 
travel that distance.  If a retailer is not generating business and fulfilling their sales area 
potential, the company may then consider reducing their sales area and maximising the 
distribution by opening with a second dealer.  
The distribution strategy within the UK has mainly consisted of smaller, independent dealers. 
These are generally the more traditional retailers, rather than the major chains. The 
traditional dealers offer high quality furniture, in the middle‐ to higher end market.  
The Jazz was originally aimed to be placed in the more modern retailers, such as retailers 
based in retail parks/out of town with larger display areas.  In terms of displaying the 
product, as the design is quite different from that of the other recliners, it was considered 
that the Jazz was best set as a stand alone display, outside of the designated 
 in store Stressless display area, and new point of sale material was introduced for this 
purpose. Attempts to get the Jazz into some of London's smaller independent stores which 
sell designer led products were unfortunately met with resistance due to only one product in 
the design range 
The new studio concept 
During 2009, Ekornes plans to launch a new Stressless Studio concept. With the use of state 
of the art materials, modernization and simplicity the aim is to raise the impression of the 
products. The Studio concept is flexible regarding retailers with small and large studios. The 
studio solution is based on a central chair hub. The products are then placed around the 
chair hub according to product line (Appendix C). 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4.4.2 The Ekornes school 
The Ekornes School is conducted in the London office, normally once 
 a month, and consists of four levels:   
 
Table 7: Ekornes school 
 
The Ekornes School is an important part of training towards the selected dealers, and may 
therefore play an important part in the sales process and approach used by the selected 
dealers. It has been included in our research in order to understand all aspects relating to 
the success of the researched dealers.  
 
 
 
 
 
 
 
 
 
Stage 1 
• Basic in store informaton is given to the sales staﬀ by our area 
representatve, about product families, matching sofas, leather and wood optons. 
Stage 2 
• Introducton to Ekornes and basics about selling the product 
 including the beneﬁts and features and the diﬀerences between our chairs 
and sofas. 
Stage 3 
• More in depth informaton about Ekornes including an insight into 
our marketng strategies. Partcipants are put into groups and are set 
sales scenario tasks, for example, if a customer was buying a sofa, how 
 could the retailer achieve and add on sale of an o{oman of a coﬀee table. 
 Partcipants are given more informaton about our leathers, how and where 
 they are sourced and the tanning process. 
Stage 4 
• Two day trip to the factory in Norway, showing how the 
 products are made, including a factory tour and a company presentaton. 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4.4.3 SWOT Analysis 
 
 
The SWOT analysis has been conducted in order to evaluation the company’s strengths, 
weaknesses, opportunities, and threats. The analysis involves “monitoring the external and 
internal marketing environment” (Kotler & Keller, 2006; p.52).  
 
 
 
 
 
Table 8 SWOT analysis 
 
Strenght 
• Ekornes’ strength lies ﬁrst and foremost in their 
strong brand name. Their brand name signalizes 
quality, comfort and luxury.  
• Ekornes has a friendly, cooperatve and 
supportve staﬀ. This is a signiﬁcant strength when 
building a relatonship with their retailers. 
• Ekornes has a staﬀ development and training 
scheme . This program is called the Ekornes 
school and contributes to educatng and training 
the sales personnel within partcular retailers. 
• Ekornes has strong Customer loyalty. Research 
has shown that costumers that have bought a 
recliner from Ekornes will repurchase a new 
recliner at a later stage. kilde 
• The strong customer loyalty leads to a positve 
”word of mouth” eﬀect, which beneﬁts Ekornes 
and is one of their strengths.  
Weakness 
• Ekornes  new product range, the Stressless Blues, 
and Jazz are aimed at a younger segment 
compared to Ekornes other products. the 
queston is however if the current distributon 
system is eﬀectve in reaching a younger segment.  
• The concept of price has become more important 
as a consequence of the ﬁnancial crises. This may 
aﬀect Ekornes as they have a higher price on their 
recliners compared to competng brands.  
• Ekornes deliver customised products. The 
costumer has the opportunity to decide upon 
colour and diﬀerent leather types. As every 
product must be specialized the delivery tme may 
be longer.  
Opportunites 
•  Shiuing demographics in the UK  towards an 
ageing populaton, who will pay for comfort and 
regards the livingroom as the most important 
room in the house. Please see ﬁg? 
• The changes in socio‐ economic status is an 
opportunity. The base of well educated people is 
growing. Income is also increasing, which beneﬁts 
Ekornes.Please see ﬁg ? 
• Online retailing is an increasing trend and grows 
much faster than regular retailing. This is an 
opportunity for Ekornes to reach new customers. 
Threats 
• One of the biggest threats Ekornes face is the 
ﬁnancial crisis. The furniture business is 
partcularly vulnerable as less people spend 
money on moving houses and buying new 
furniture.  
• The growth of online sales can also be 
viewed as a threat, if upcoming technologies 
are not taken advantage of.  
• Asian manufactures or other compettors 
that produce similar products, at a lower 
price. 
• Negatve publicity around upholstered 
furniture and other products that use leather/
animals in producton. 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Chapter 5: Methodology 
 
5.1  Introduction 
 This chapter will present the research approach, and the methods used for the collection of 
relevant data in order to reach our research objectives. The chapter includes research 
methodology, research design, sources of data collection, sampling and research limitations. 
 
5.2 Research methodology 
In order to investigate and analyze the established research objectives, the authors have 
used a qualitative research method. The main reason for this choice is that the study is 
mainly concerned with words, specifically with the personal impressions and opinions of the 
respondents, rather than research based on numbers and frequencies. A qualitative research 
approach is based on an inductive view of the relationship between theory and research, 
meaning that the theory is generated out of the research rather than being based on 
hypotheses (Bryman & Bell, 2007). Another important feature of the qualitative research 
approach is the epistemological position described as interpretivist, meaning that the focus 
of the research is on the understanding of the social world through an examination of the 
interpretation of that world by its participants (Bryman & Bell, 2007). 
 
 Epistemology is the study of knowledge and justified belief. Understood more broadly, 
epistemology is about issues having to do with the creation and dissemination of knowledge 
in particular areas of inquiry. Qualitative research is also based on an ontological position 
described as constructionist, which implies that social properties are outcomes of the 
interactions between individuals (Bryman & Bell, 2007).  Constructionism asserts that social 
phenomena and categories, and their meanings, are continually produced through social 
interaction and are therefore in a constant state of revision (Bryman & Bell, 2007). 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5.3 Sources of data collection  
In order to conduct, understand and analyze the problem area in this study,  two sources of 
data collection are used. These are primary and secondary data.  
 
5.3.1 Secondary data 
Secondary research is defined as existing available information, not specifically gathered for 
the purpose of the study in question. There are two main sources of secondary research 
used for the purpose of this study; internal and external sources (Wright & Crimp, 2000). The 
internal sources are the company’s own sales reports and other relevant company 
information. The external sources of data used are periodicals, reports, media and 
newspaper reports, academic books and web‐sites. These are fully listed in the bibliography. 
 
5.3.2 Primary data 
Primary data is collected in order to help solve a specific problem when information is 
needed to make decisions (Wright & Crimp, 2000). Similar to secondary data collection, 
primary data can be collected through different sources of information. These are; 
observation, experimenting and questioning (Wright & Crimp, 2000). The sources of primary 
data chosen for this purpose are in‐depth interviews and customer surveys. The research 
design for collecting primary data will be outlined in the following. 
 
 
5.4 Research design  
Research methods are associated with different kinds of research design. The research 
design provides a framework for the collection and analysis of data, a structure that guides 
the execution of a research method and the analysis of the subsequent data (Bryman & Bell, 
2007). 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The research design reflects the priority given to a range of dimensions of the research 
process (Bryman & Bell, 2007). These include the importance attached to; 
 
 Expressing causal connections between  variables 
 Generalizing to larger groups of individuals than those actually forming part of the 
investigation 
 Understanding behaviour and the meaning of that behaviour in its specific social 
context 
 
The research followed an inductive approach, as it is not based on previously established 
work.  The object of this approach is to use observations to develop general principles about 
a specific subject. A group of similar events or subjects are first observed and studied. 
Findings from the observations are then used to make broad statements about the subjects 
that are examined (Bryman & Bell, 2007). The study can be defined as exploratory due to the 
methods used, which are to ask questions and seek new insights.   
 
5.4.1 Research strategies 
The research strategies are based on two types of research. One part was the in‐depth 
interview approach, as the purpose of this study is to investigate and observe the 
respondents own opinions, actions and impressions, in this case the retailers interviewed.  
 
Our primary research will involve the dealers in the listed regions, provided by Ekornes.  
The list consists of 30 different dealers across the six regions. However, we believe it will be 
best to concentrate on four broad regions, which are most likely to contrast. Due to the 
limitations of time and resources, it is nearly impossible to interview all 30 dealers.  The 
different dealers are chosen on the basis of turnover figures provided by Ekornes. These 
figures consist solely of Ekornes products. These are however confidential, and are not 
disclosed for the purpose of this study. 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The four chosen regions are: 
 North (3) 
 South (3) 
 Midlands (3) 
 Scotland  (3) 
 
5.5 Data collection 
5.5.1 Sampling 
Qualitative researchers may use “purposive” or “theoretical” sampling, which rely on 
selecting interviewees by virtue of characteristics likely to have some bearing on their 
perceptions and experiences (Barbour, 2008). In this case, the characteristics thought to 
have bearing on the perceptions and experiences of the different retailers are the different 
regions in which they are located, as well as the contrasting sales figures. We have therefore 
chosen 12 different dealers within the four regions previously identified.  
 
The goal of qualitative sampling is not to produce a representative sample, but is rather to 
reflect diversity and provide as much potential for comparison as possible (Barbour, 2008; 
Mays & Pope, 1995). The 12 contrasting dealers are based on successful sales, relating to 
sales of the Stressless Jazz model, consisting of dealers with both high and lower sales. This 
will provide us with an in‐depth analysis of 12 contrasting dealers, which is a sufficient 
number for our research fieldwork and will enable us to draw general conclusions. This 
approach will also allow us to identify and consider possible differences between the 
different regions. 
 
The selected interviewees were of a relatively homogeneous sample. The participants were 
from the same group and have similar characteristics (Patton, 2001). Participants are chosen 
on the basis of the same variable, which is that they are all Ekornes dealers. However, they 
differed from each other in that they are based in different regions and have had varying 
success in selling Ekornes products. 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The participants consisted of mainly senior managers, but also some Ekornes senior 
salesmen which had extensive experience in selling Ekornes products. Diversity in 
participants was important in this study to produce a research result representative for all 
the listed Ekornes dealers. The decision was also based on the argument that qualitative 
research should analyze different perspectives (Bryman & Bell, 2007).  
 
5.5.2 Interviews 
Since the research investigation had a fairly clear focus, in‐depth, semi‐structured interviews 
were conducted over a 3‐week period. One telephone interview was also conducted, as 
some were not able to meet in person. The interviews averaged 40‐50 min each, which gave 
the participants time to elaborate and give solid in‐depth answers. This allowed for both the 
professional and personal views of the participants.  
 
Semi‐structured interviews cover a list of fairly specific topics to be covered, but also allow 
for a great deal of flexibility for the interviewer (Bryman & Bell, 2007). The interviews 
covered a wide range of issues in relation to the customers and new product range. The 
interviewees were given a great deal of leeway in how to reply, which allowed for flexibility 
to express views and further explain them. The participants were also allowed to portray 
their subjective ideas, as these ideas were also important for the research.  The interviews 
were recorded and transcribed to allow for more thorough examination and correct the 
natural limitations of our memories (Bryman & Bell; 2007).  
 
5.5.3 Customer survey 
In order to ad‐on to and help the core research consisting of in‐depth interviews, a small 
scale survey among customers was conducted. The survey was conducted among customers 
in‐ and outside of particular dealers, in order to reach the relevant target group.  Ten mini in‐
depth interviews were conducted consisting of 10‐15 minutes each. These small scale 
surveys were conducted in order to include the “consumer voice” (Appendix L). 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The selected customers were asked questions regarding recliners in general, as well as the 
Stressless recliners, and the new product line. The respondents were also shown visual 
imagery of the two products in question in order to ensure validity.  
The customer survey questionnaire was designed to investigate some of the possible 
consistencies and differences in the opinions of the respective dealers and the customers. 
The objective was also to further facilitate the core research. The questionnaire used in the 
survey research avoided leading and multiple‐choice questions, and focused on clear and 
open‐minded questions.  
 
5.5.4 Formulation of questions 
The interview guide is a much less specific tool for collecting data, and consists of a list of 
issues to be addressed and questions to be asked (Bryman & Bell; 2007).  This allowed for 
flexibility and the opportunity to pick up on things said by the interviewee. All interviews 
followed the interview guide, and certain questions were asked on all occasions (Appendix 
K), in order to ensure that the core issues of the research question were covered at all times.  
 
The interview questions were mainly derived from the research question, background 
information on and from Ekornes, mainly found in the market overview, and some concepts 
described in the literature review. The formulation of questions was designed as specific as 
possible, avoiding asking leading questions. Clear, simple and open‐ended questions were 
used. Ambiguous terms in questions were avoided.  
 
The interviewers focused on listening, and staying attuned and responsive to what the 
interviewees were saying, as this is described as very important by several researchers 
(Bryman & Bell; 2007). The questions were varied in terms of types of questions that were 
asked, as suggested by Kvale (1996). Kvale suggested 9 different types of questions which 
varied in use, consisting of; introducing, follow‐up, probing, specifying, direct/indirect, 
structuring and interpreting questions (Bryman & Bell; 2007). 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Final “catch‐all” closing questions were also used giving the interviewee the opportunity to 
raise any issues which might have been overlooked. These questions generated interesting 
data and personal opinions. The authors also used a two‐way approach by investigating 
aspects of both the traditional and new product line, in order to achieve a broader 
understanding. 
 
5.6 Data analysis 
The collected data was analyzed in order to answer the research question. The researchers 
carried out a practical content analysis, based on elements and techniques from Grounded 
theory. The term grounded theory is sometimes used simply to imply that the analyst has 
grounded his or her theory in data (Bryman & Bell; 2007; p.585). Furthermore, there is 
considerable controversy about what grounded theory is and entails (Charmaz; 2000). 
Researchers sometimes appear to use just one or two features of grounded theory (Bryman 
& Bell; 2007). The researchers therefore carried out a modified version of grounded theory, 
while still achieving the main purpose, which is to infer the theory out of the data. This was 
done by coding and categorising the data. 
 
The data was categorised in order to organise the topics presented in the study, help find a 
pattern in the answers and develop core categories. Coding serves as a short hand device to 
label, separate, compile and organize data (Bryman & Bell; 2007). However, there is some 
criticism towards coding. Not all information can be labelled, and there is also a danger of 
loosing data and the context of what is said (Bryman & Bell; 2007). The analysis was 
therefore only based on some elements of coding.  
 
In order to develop categories, the most important areas were chosen from the topic guide 
used during the interviews, as well as from topics which came up during the research. The 
researchers than looked for patterns and areas of agreement and disagreement, and the 
reason behind the phenomena. Evidence was extracted from the data collected, consisting 
of the transcribed interviews, in the form of illustrative comments and/or quotes which 
relate to the topic. 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Different comments from different people were identified and then tagged, in a sense like 
coding. Based on this process, core categories were developed. These comments were then 
clustered together by using content cards. Concept cards were used to identify important 
concepts in the data, by accumulating events, pieces of conversation and other elements 
related to a particular theme, and categorising them together under a label(Bryman & Bell; 
587).  This process was applied to the chosen, most relevant and important areas of 
relevance to the study. The same approach was used to extract information and evidence 
from the performed customer surveys.  
 
5.2 Validity and reliability 
The most prominent criteria for the evaluation of research are reliability and validity 
(Bryman & Bell; 2007). Reliability is fundamentally concerned with issues of consistency of a 
measure of a concept. There are mainly three factors involved when considering whether a 
measure is reliable; 
 
1. Stability over time 
2. Internal reliability and 
3. Inter‐observer consistency, relating to the consistency of the observers decisions  
 
In other words, reliability is the degree to which the findings are independent of accidental 
circumstances in the research. Validity on the other hand, is in many ways the most 
important criterion of research (Bryman & Bell; 2007). Validity refers to the issue of whether 
or not an indicator devised to measure a concept really measures that concept (Bryman & 
Bell; 2007), and can be though of as the degree to which the findings are interpreted 
correctly. The validity of qualitative research lies in whether the information and the 
recommendations made by the researcher are sound, defensible and of use to the client 
(Wright & Crimp; 2000). 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A number of measures have been taken to ensure validity and reliability in the research. The 
use of multiple data collection methods enabled facilitation of the core research, and 
allowed for triangulation, an approach which allows for multiple observers, theoretical 
perspectives, sources of data and methodologies (Bryman & Bell, 2007: Denzin; 1970). 
Triangulation was conceptualized by Webb et. al (1996) as an approach to the development 
of measures of concepts, whereby more than one method is employed, resulting in greater 
confidence in the findings (Bryman & Bell; 2007). Furthermore, validity was increased as the 
interviewees were asked the same set of questions, while allowing time for follow‐up 
questions. 
  
5.2 Research Limitations 
The researcher’s presence and the surroundings might produce bias responses in the 
interview setting. The interviews were carried out by two and two researchers, as this 
allowed for the person conducting the interviews to focus on attentiveness towards the 
interviewee, while the other person would sit in the background and take extensive notes. 
This ensured that the natural flow of the conversation was not disturbed.  
 
The interviews were carried out using a tape recorder to ensure that no information was 
missed. However, the presence of the tape recorder could also have negative effects in 
terms of making the interviewee uneasy. More interesting information might also be 
revealed when it is turned off. However, steps were taken to ensure that the interviewee 
was comfortable with the tape recorder present. To ensure this, a casual conversation was 
carried out before the interview itself, and the interviewee was ensured that the interviews 
are subject to strict confidentiality. 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5.3 Ethical considerations 
The interviews were tape recorded in order to ensure that no data was lost. In order to 
ensure that the interviewees agreed to participation in this study, they were made aware of 
the tape recorder before the interview itself, to which they agreed. The researchers also 
informed that the participation in the study was subject to strict confidentiality. Names, 
store names, and turnover figures are therefore held strictly confidential.  
 
 
5.4 Conclusion 
This chapter has presented the research strategy and methods used for the purpose of this 
study, including the use of interviews and customer surveys. Furthermore, validity and 
reliability have been established through research triangulation. The following chapter will 
present the research findings, which will then be discussed and analyzed. 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Chapter 6: Qualitative data analysis 
 
6.1 Introduction 
In order to answer the given research objectives, qualitative research by using in‐depth 
interviews was conducted. In order to facilitate this research, an ancillary model consisting 
of a small scale survey directed towards customers was also conducted.  The opinions and 
main findings derived from the participants are provided in this chapter.   
 
6.2 Data analysis 
The analyzed data is divided into topics. These topics were identified as the core categories 
of the research during the data analysis. The main findings under each topic are discussed in 
the following. 
 
6.2.1 Retailer characteristics  
One of the topics which emerged during the in‐depth interviews was retail characteristics of 
each interviewed retailer. These factors were common to all the interviewees. The 
characteristics which were found are related to following common factors shared by all of 
the interviewed retailers; 
 
 Small independent retailers 
 Traditional family run businesses 
 Long tradition in the furniture industry 
 Extensive experience in the furniture business 
 Ekornes product line is a significant part of the business 
 
 
On questions regarding the main reasons for buying furniture, factors like relocating, 
moving, and redecorating were commonly mentioned. 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6.2.2 Topic 1: Ekornes showroom 
The purpose of the first topic is to investigate how the Ekornes showroom is used by the 
different dealers to display and promote the products. The showrooms vary in size and 
placement. Most Ekornes showrooms are located on the ground floor. The reason appears 
to be that normally the older generation tend to purchase the products. Higher footfall on 
the ground floor also appears to be one of the reasons for the placement. Interviewee 2 said 
“they like to be on the ground floor because it’s normally, not old people, but older 
generation who tend to purchase them” (North region). Interviewee 5 said: “we locate it on 
the ground floor which always has the highest footfall, and because it is a fairly high volume 
product for us” (South region). Some of the dealers place the showroom on the top floor, 
because the more exclusive and high‐end products are placed on the top floor.  The Ekornes 
products are commonly placed in the premium quality category, in an area with other 
branded high end products by all of the interviewed dealers.  
 
All interviewees agreed that the showroom is a good way to promote the products. The 
main reason for this appears to be that it is important to keep the products together, as 
there are several groups of chair families as well as a wide variety of sizes and models. The 
customer can than easily try out different varieties as the products are grouped together. 
The showroom also has an impact on customers in terms of point of sale.  Interviewee 2 
said: “ It’s never mixed in with anything because they like to have it just completely Stressless 
products and nothing else” (North region).  
 
It appears that each individual store and area have different products on display, depending 
on which area the store is in. However, most stores will have the best selling models 
displayed. Interviewee 2 said “you might go down south and a certain chair might sell better 
and up here nobody would be interested in it” (North region). The reason for this appears to 
be the differences and variations in the different regions, like differences in taste, lifestyles 
etc. 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The Jazz was mainly placed by itself with belonging point of sale materials, including the Jazz 
rug and point of sale banner. The reason for this is that the Jazz clearly stands out from the 
rest of the products. It also has a more exclusive look to it. Interviewee 12 said: “it’s there as 
a prominent chair to be able to try”(North region). 
 
Materials such as different leathers, colours and brochures are used in all showrooms. 
The materials are placed inside the studio, and are frequently updated by Ekornes. 
Interviewee 2 said: “they provide columns for them to go in” (North region).The brochures 
containing product information are considered to be important. The reason for this appears 
to be that people like to do research prior to purchase. Interestingly, some interviewees said 
that the materials were slightly kept away, in order to always involve salespeople. 
Interviewee 5 said: “we try to always have a salesperson involved .. the materials are slightly 
kept away so that it involves a sales person to give it to customers” (South region).  
 
 Some showrooms also had an educational DVD, which shows how and where the products 
are manufactured, and the benefits and features of the different products. This area is 
organised as a home cinema, where customers may sit and try out the product, and is 
especially useful as most customers spend much time deciding on the purchase.  
 
6.2.3 Topic 2: Sales process 
Different sales approaches were identified. A common factor for all the retailers is that the 
sales approach is mainly based on testing the different products. When it comes to the 
customers buying decision process, it appears that Stressless is not bought on impulse.  The 
customer normally spends a while deciding, and comes back several times to try out the 
product. 
 
 Interviewee 2 said: “they normally come back three times and buy on the third time, and 
normally take a long time to decide”… “I think because the product is expensive” (North 
region). The reason for this appears to be that Stressless is quite expensive high‐involvement 
purchase. 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Interviewee 2 and 4 said: “it’s not something that somebody would just walk in off the street 
and buy, unless they’d been somewhere else first” (North region) and “With Ekornes it’s 
three or four times before they buy because it is an expensive purchase, so the customers 
want to make sure they get it right” (South region). Another reason for the longer decision‐
buying process is that all the chairs are different and sit differently. Interviewee 2 said: “each 
chair will sit differently, so they tend to sit in them all, go home and measure… “It’s like 
whatever is comfortable for you, so it’s a case of sitting in them and seeing what’s 
comfortable” (North region).  
 
Another common factor is that the interviewed dealers did not use pressure selling. The 
dealers have a relaxed sales approach, and focus on allowing the costumer sit in every chair 
until they find the chair that is of most comfort for them. This is commonly referred to as the 
“comfort test”, which is Ekornes main selling point. Interviewee 3 said: “It’s all about the 
projection and the concept of comfort more than the projection and emphasis on styling” 
(North region). Interviewee 6 said “we do the comfort test in the store which is a big thing 
that Stressless themselves try and promote” (Midlands region).  
 
Most of the dealers agreed that it was not necessary to employ pressure selling and selling 
techniques during the sales process. Interviewee 8 said: “Well I don`t think it`s really one 
that you need to force on the customer” …  “The product itself tends to sell itself to a certain 
extent, once you shown the customer all the features and benefits”(Scotland).  Interviewee 8 
also said: “To be honest, a lot of customers will come in and they specifically ask for the 
Ekornes product as apposed to us having to show them” (Scotland). This is linked to the 
“word of mouth” concept. Interviewee 8 and 9 said: “I think it’s probably more word of 
mouth, it’s often said by the customer that my friend’s got it so I’ve just come into see what 
you’re offering etc” and” Generally speaking, I would think 95% of people that come in and 
look at Ekornes are coming in specifically to look at it and they’ll choose from the models 
within the range rather than from other models”. The consumers have in other words 
performed information search prior to purchase.  
 It is clear that word of mouth is an important aspect as most of the retailers have 
mentioned this as one of their biggest sale influences. 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On questions regarding how customers go about choosing the product, interviewee 12 said: 
“there’s two very main categories I find … the ones that have a brochure will have a very big 
sway on the look of the chair”… “if they haven’t got a brochure and they haven’t seen any, 
they’ll be on comfort” (North region). 
  
Another interesting finding is that one of the dealers has a quite different but successful 
sales approach. The particular dealer does not have prices on the products, but rather a 
price list the customers may look at. This is a very different approach compared to the rest 
of the dealers. The reason for this is that when prices are placed on the products, the 
customers tend to focus on the price rather then the product itself. Interviewee 7 said: “we 
think its better not to show prices on the products, because they come in different grades so 
it can be priced 5 or 6 different ways … we feel we’d do better to give the customers the price 
first hand” (Midlands region).  The interviewee also said: “what we noticed when we put 
prices on it is that customers would walk around the chairs looking at the back of the chairs 
at the prices for about 20 minutes before ever sitting in one and obviously we think the key 
thing is to get them to sit in the chair first and look at the price second” (Midlands region). 
This particular dealer has had increasing success with the Jazz.  
 
The sales approach is therefore based on getting the customers to try out the product, show 
them the different sizes, colours, leather options etc., in particular to demonstrate and get 
the customer to try out the different mechanisms. Interviewee 7 said: “the first thing we will 
do is to get them to try the different sizes … show them the different features and 
mechanisms and demonstrate the chair before then going on to tell them about the different 
leather options etc ….”usually all of that will come before the price” (Midlands region).  
 
Many of the interviewees also said that the selling approach was based on building a 
relationship with the customer and offering superior service. The reason for this is to take 
away the high pressure selling, and have it more low key and informal.  Interviewee 5 said: 
“we are setting ourselves and the products as part of the service and it is actually the service 
that we are offering” (South region). 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Promotion and training 
Most of the dealers had sales staff participate in the Ekornes school of training. This training 
was perceived as a valuable experience, and information gathered was frequently used 
during the sales process. Interviewee 4 said: “I mean that type of product, the sales people 
have to know what they’re selling at that price point” (South region). Word‐of‐mouth was a 
commonly mentioned factor. Most of the dealers also had area sales representatives. 
It appears that much of the promotion is based on positive word‐of‐mouth. Interviewee 8 
said: “the word of mouth aspect contributes quite a lot to the actual promotion of the 
product” (Scotland).  
 
Traditional promotion such as TV ads, papers, radio, posters etc are used. Some of the 
dealers also used direct mailing. The common factor which emerged is that promotion is 
done in cooperation with Ekornes. Ekornes promotes, while the dealer advertises, often they 
coordinate their activities. They also do promotional offers, like discounts on chairs. 
Interviewee 2 said: “every couple of months they will bring out a chair where they’ll give you 
a big discount off it, so you normally buy a couple in and they’ll advertise that in local papers 
and magazines”… “they give you a percentage of what you’ve put in as long as it’s only their 
product, you can’t mix it with anything else”. This may be an incentive to the dealers to 
promote Ekornes products, as well as something that will draw customers to the store.  
Interviewee 12 said: “Ekornes offer the retailer a really good price for buying a few to keep in 
stock” … “they do this for two reasons, one to break down the barrier of the fact that Ekornes 
can be, because it’s a top ended product, quite expensive” … “The other is because Ekornes 
can take weeks to get a chair and stool delivered … they’ll offer us an option of buying in 
quantity”. “So we do it to break down the barriers of price and also to have a little bit of 
stock, but it’s obviously a made to order product”(North region). 
 
Ekornes is also doing promotion in new and innovative ways, such as the garden centre 
promotion. The aim of such events is to put the product in a different environment and to 
create word‐of‐mouth. Interviewee 2 said: “demonstrating the product, letting the customer 
sit in an environment that isn’t a shopping environment where they feel pressured into 
buying” (North Region). 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6.2.4 Topic 3: Customer characteristics 
On questions regarding the main customer group of the particular dealers, a common factor 
appears to be; older segment. With regard to which customers usually shopped at the 
particular retailer, interviewee 2 said: “60% are older people, and the rest middle age to 
younger, but I would say the majority are older”.   Most interviewees classify their customer 
group as; wealthy, professional, probably got minimal mortgage and financially secure. All 
dealers agreed that the main income range is middle to upper market. The general 
impression is that people buying good quality furniture and spending a lot of money in the 
UK seem to people who are aging. Interviewee 7 said: “we’ll have some young trendies 
who’ll buy Stressless who’ve got very good jobs, but I would say that’s a small percentage … 
probably 10 % of the sales … and the rest would be people from their mid 40s and 50s and 
up”(Midlands).  
 
Interviewee 3 said: “many people have had versions of reclining chairs which haven’t been 
particularly comfortable. They’ve had those and they will come to us and they will 
understand why it’s more expensive because it’s designed better (North region)”. 
All interviewees agreed that the costumers choose their store because of the high level of 
service, quality and knowledge that they offer. Interviewee 4 said: “They don’t get the same 
level of service out of a multiple as you do in a little independent store” (South region). 
 
Market position 
The perceived market position was commonly described as  “higher end, a family run 
business, going on word of mouth…customers trust the company…if something goes wrong 
they know back up is there for them” (Interviewee 2, North region). The small environment of 
the independent dealers allows for a relationship with the customers, which may lead to 
loyalty. Furthermore, most dealers agreed that customers choose their store because they 
are well established and well known in the area and have a good reputation. 
 
 
   
Leeds Metropolitan University 70 
What kind of customer is generally interested in Ekornes products 
It seems that there are mostly older segments purchasing the products, apart from the Jazz 
chair. Interviewee 2 said: “50s and upwards are the majority, you will get the odd 30s or 40s 
but it’s not very often”. Most of the interviewees believe that the products appeal to the 45+ 
bracket. One interviewee classified the customer group mainly purchasing Ekornes as ”the 
grey brigade”, the 50s+” (North region). Since the defined customer group for the Jazz/Blues 
appears to be younger, the question is obviously if this is a factor which impedes sales and 
reaching target customer group.  
Why customers purchase Ekornes products 
We found that people generally emphasize comfort when buying the product. Interviewee 2 
and 8 said: “the first is comfort definitely”.  It was also implied that customers would come 
back and buy new products, when the old one needed switching, quote “we’ve had people 
who’ve come back who’ve had them for 20 years and want a new colour etc…because 
they’ve had such comfort out of it”(North region) and  ”Indeed a lot of customers that will 
come are repeat customers, that have previously had the product and maybe are just 
changing one or two parts of their sofas or buying it for another room” (Scotland). This 
implies that customers re‐purchase the product, and are loyal to the brand. Interviewee 2 
said: “I think the fact that it is a well known brand, and you don’t have problems with it, 
generates positive word‐of‐mouth…people know the product and we feel confident in selling 
it” (North region).  
 
Most of the dealers agreed that there are many repeat customers.  
This goes under the repeat purchase concept, consumers tend to stick to what is familiar and 
what they are satisfied with. The trust issue is of importance when discussing the repeat‐ 
buying process. The issue of trust is transparent; it seems to be a similarity between all the 
retailers. Interviewee 4 said: “even if people are buying normal recliners in normal upholstery 
groups, we’ll always bring them over and show them the difference between the two so with 
the lumbar support, it’s a big selling key feature for us”(South region). 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As for the more traditional products, appearance does not seem to be the main criterion.  
Interviewee 2 said; “older people did not have appearance as a primary criterion. The main 
criterion seems to be comfort” and “I’m sure as you get older you’re not bothered what it 
looks like, its how it fits and comfort”. Interviewee 5 said “it’s slightly different to the 
standard products on the UK marketplace…”comfort is probably the main feature they like, 
and it’s a bit more innovative than the standard product”(South region). Interviewee 12 said: 
“dare I say it it’s like a retirement product. It’s someone that’s going to be spending an awful 
long time on the sofa, and therefore the quality and the comfort is paramount”(North 
region).  
 
Furthermore, the strong brand name is seen to reassure the customer.  Interviewee 9 said:”I 
think people find reassurance in a brand name as well. If it was the same product without the 
Ekornes brand name it wouldn’t fetch half the price”(Scotland). This signalizes the fact that 
Ekornes has a strong brand name and high brand value.  
 
All of the interviewees agreed that price is perceived as secondary to Ekornes customers. 
When asked what functions and attributes they emphasize, interviewee 10 said: “from my 
experience, people buying Ekornes, price is not a primary value, price is secondary”….. “they 
want to know they are getting a good deal”. There are also many extra add‐on sales to go 
with the products. The interviewee said: “we need good staff to be selling the add‐on sales … 
because the customers buying Ekornes want a whole look” (Scotland).  
 
 
 
6.2.5 Topic 4: The perception of dealers towards the new product range 
Stressless Jazz 
All interviewees agree that the product is aimed at, and will mostly appeal to a younger 
market. It appears that the dealers perceive the Jazz customers to be up and coming people 
with money that want something stylish. Interviewee 6 said: “the image of the Jazz seems 
higher quality, as well as possibly like professionals, those sort of people”(Midlands). 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When it comes to characteristics of the Jazz customers, interviewee 7 said: “it is the affluent 
younger people from say the 20s and 30s and 40s” … “it’s that sort of stylish product, it’s a 
bit more niche” (Midlands). One interviewee used interesting terminology and described the 
Jazz as “polarising people entirely” … “it’s a love or hate situation”. Interviewee 7 points out: 
“ it’s definitely not for everyone … it’s not for Stressless core customer over the last 20 years 
… not everyone of those who like a Stressless chair will like the Jazz”(Midlands).Nevertheless,  
some interviewees said that that the product was sold to a mixture of customers, both 
younger and elderly people. 
 
Interviewee 11 said: “I think the style and aesthetic look of the Jazz is perhaps just as 
important as the comfort to someone who might buy Jazz” … “the main attraction of the Jazz 
is the modern look and style”. A typical Jazz customer is considered to be someone who’s 
looking for something different and wants’ to make a statement. Interviewee 10 said: “it 
looks quite different from you normal chair, looks comfortable and shows off the room to be 
something quite different, quite unique”… “it’s almost like buying a piece of furniture in the 
room rather than just a chair”. The interviewee pointed out that the Jazz has not been 
purchased in plain colours, but rather in more powerful colours in order to “make a 
statement and stand out in the room; the wow effect” and “Comfort is important; price is 
definitely secondary because it’s expensive”.  
 
However, some of the core customers may feel that the product is too expensive. 
Interviewee 12 said “the customers I have spoken to feel that, because the product is aimed 
at the lower age group and the demographic of those, the price is a little bit prohibitive”.  
However, some of the customer feedback raised some interesting issues regarding the 
design of the product. Interviewee 11 said: “it appealed to their taste, it’s a modern look” 
…”.however people are obsessed with matching, and it doesn’t match perfectly with anything 
else”(Scotland). This may be a possible drawback.  
 
Some interviewees feel that the design is a bit too contemporary, because they are more of 
a traditional store set. Interviewee 5 said: “we think it’s a little bit too avant garde for our 
customers” (South region). Furthermore, some of the dealers were not based in the city. 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These dealers felt that their customers are less looking for a modern style. The reason for 
this may be that people that are not based in the city have different lifestyles.  Interviewee 5 
said: “we are more a middle market and we’re not based in the city so we tend to find that 
people are less looking for a modern style, they’re not looking for that sort of product”… 
“People have sort of tried it, sat in it and then gone on to buy a slightly more traditional 
range which is where we have most success”(South region).  
 
Furthermore, a regional difference was discovered with regard to one of the regions in 
question. The region of Scotland clearly stands out with regard to the level of sales of the 
Jazz model. One of the reasons for this appears to be that people in this region are more 
sophisticated and more concerned with appearance. Interviewee 10 said: “up in Scotland, 
people are quite sophisticated and they want their rooms to look the best”… people in 
Scotland spend more money on their homes”. This may imply that people would be more 
interested in modern design. Another reason however may be the size of the population.  
 
Another interesting finding was that the appearance of the Jazz was perceived to be more 
masculine. Interviewee 8 said: “You don’t really tend to find many of them being sold to 
families because of what it is and the way it looks, it’s more of a man’s chair” (Scotland). 
Some interviewees have had most of their sales to men in their 30s.  
 
Why customers are generally interested in buying the Jazz model 
Interviewee 2 said: “because it’s unusual, and the fact that it’s classy…it tends to be a 
younger market who likes it” (North region). The reason for this is that younger age groups 
are more concerned with design and appearance. The dealers also mentioned that “this is a 
product that we would mix in with a kind of very modern suite…and a product that we can do 
an add‐on to”. Furthermore, with regard to the look of the Jazz interviewee 1 said: “I think it 
looks the business rather than sits the business” (Midlands). In other words, the interviewees 
mostly believe that the design is of more importance than the comfort. The image and the 
quality were also perceived to be higher. Interviewee 1 said: “I think it’s visually quit 
impressive” (Midlands). 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Interviewee 3 said: “I would say that the Jazz and Blues customers are a little bit more 
fashion design”. Interviewee 3 also said: “The Jazz and the Blues tend to bring in the 
customers, nevertheless it will not always end in sale as the costumer may end up with a 
different Stressless model” (North). In regards to the look of the Jazz chair interviewee 8 said: 
“I think the look of it’s totally different to anything else that Ekornes have ran in their range 
for a long, long time, and I think the metal, the steel frame parts of it give it that sort of more 
futuristic, as I say male orientated style to it”. The futuristic look is something that some 
retailers have mentioned as an attribute, while some feel it does not appeal to their 
customer group.  
 
 
Stressless Blues 
 
Immediate impression 
The immediate impression of the Blues model is that it looks modern, contemporary and 
stylish. Interviewee 4 said: “it’s very very contemporary but this does look like it’s going to be 
more comfortable that the Jazz”(South).  Another impression is that the Blues may be an 
older target group than the Jazz, because it is more similar to the traditional chairs.  
Which customers may be interested in purchasing the Blues  
Interviewee 7 said: “you might get some of the older generations liking it because it’s very 
comfortable, but again it’s the younger generations and people looking for a very modern 
look” … “I think they’re the people this will sell to”(Midlands).  In comparing the Jazz, Blues 
and the traditional product line, interviewee 2 said: “ I think this would be for your young 20s 
to 30s (Jazz), and I think this would be from 20s to 40s(Blues), and then your next one would 
be 50s and upwards(traditional)”. 
 
 Interviewee 10 said: “looks very comfortable” …. “I think the design part is the primary 
reason for buying, something different in the room, price definitely secondary, comfort 
possibly secondary as well” and “I think they are targeting an older consumer group with the 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Blues, because a young person would not have the money to buy a Blues chair, so it’s more a 
mature person” … “and they’re not too price sensitive …. They want the furniture, they look 
at the design, the comfort level and no other recliner we sell would come up to that sort of 
look”. The main perception is that the Blues model is more of a traditional Ekornes product.  
Interviewee 11 said: “in my opinion it’s more of an Ekornes product, whereas the Jazz is 
something totally different to a core Ekornes product”. 
 
 
Differences from the Jazz 
Interviewee 1 said: “It seems a softer model, more luxurious model, I think it could take some 
sales off the Jazz”(Midlands). Interviewee 2 said:  “The Blues still has the comfort, but it’s still 
got a more modern look to it… The Jazz is lightly harder, this one looks more comfortable” 
(North region). It appears that the Blues is perceived as more comfortable, but just as 
modern. Interviewee 3 said:  “I believe that the Blues will attract a little bit different segment 
of costumers compared to the Jazz” and “The Blues will go a little bit up the age group 
whereas the Jazz tends to be the younger element”(North region). 
 
 
 
 Interviewee 7 said: “I think the thing it’s got over the Jazz chair is that it’s very modernly 
styled, but it’s more comfortable than the Jazz … so I think it could be a good acquisition”. 
“I’ve got a Jazz chair and I prefer this Blues chair for me at home … it looks just as modern 
and will be more comfortable”. Interviewee 8 said: “The Blues will probably suit more people 
than the Jazz because of the styling of it without the big headrest on it. The interviewees also 
agreed that the Blues may appeal more to their core customers. Interviewee 12 said: “I think 
they’re getting that mix right for it between not too old and not too cutting edge” (North). 
 
 One dealer said: “The older mid 50s‐60s don’t tend to have looked at the Jazz in the last 12 
months, and we’ve already sold the Blues to part of the older group”. The age group that 
purchases the Jazz seems to be varying from dealer to dealer. There are purchases from both 
the new target segment as well as the more traditional segment. 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Another interesting aspect to the Blues model is that is was perceived to have a “softer” and 
more “female” look. Interviewee 6 suggests that: “it has a more female “look” to it., maybe 
more females would be more interested in it, just like the shape of it, probably more elegant 
… like the office environment”(Midlands).  
 
 
 
6.2.6  Topic 5: The general perception of Ekornes products 
 
 
The Ekornes products are generally perceived to be high quality, well‐known brand products. 
Ekornes is regarded as the market leader, the innovator of the product. The products are 
perceived as expensive. However, Ekornes is perceived to have better quality and a stronger 
brand image compared to competing brands. The main reason for this appears to be the 
quality and image of the products. Ekornes has a high brand value that works to their 
advantage compared to competing, less known brands.   Interviewee 5 said: ”there is a 
perceived quality to them which other brands are always deemed as having copied them, 
therefore they are always competing on price rather than quality”.  
 
 
 
Ekornes was also described to outsell the competitors. Interviewee 5:”we don’t run any of 
their competitors because from previous experience we found that it doesn’t work and the 
competitors brand doesn’t sell against, there is too many plus features”. When asked what 
kind of image Ekornes products have, interviewee 5  and 7 said: ”I think in the UK market 
there’s the Scandinavian quality, the sort of perceived quality and style is quite envied in the 
UK and it’s sort of what people wish to achieve as a look in their home” and “top end quality , 
best comfort, they’re the most desirable chairs on the market … an aspirational 
product”…“Not everybody can afford it, but almost everybody who seems to come in wants’ 
one … it’s got an incredible perception by the public” Interviewee 7 also said: .”it’s perceived 
as being expensive …so if there was one negative connotation, it might be that they’re too 
expensive”(Midlands). 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The image is considered to be upmarket. Interviewee 11 said: “they’re actually recognised as 
being far superior to the competing brands” … “because of the Plus system, also because of 
their point of sale, their marketing, brochures and materials, and the quality of the leather 
used” and “the products have an upmarket desirable image; they have a position in a 
marketplace that makes them a desirable product to own”(South).Interviewee 8 said: “It’s 
products that is always going to sell even today when times are tough everywhere. The 
Stressless is still selling more than some of the other products that we sell on the shop floor” 
(Scotland).  When it comes to the product and the brand itself, interviewee 2 said: 
“obviously, its kind of a proven product… brands still sell even in these hard times”.  
 
The interviewees also find that there is a difference when comparing Ekornes products with 
similar lines. Interviewee 2 said: if you sit in them and then sit into a Stressless there is no 
comparison, you don’t actually have to tell the customer what they are paying for”. 
Interviewee 6 said: ”their main selling point is recliners, so it’s their thing … makes them 
stand out and helps them differentiate themselves”(Midlands). It is also perceived to have 
excellent brand recognition, which is a commonly perceived factor among the retailers.  
 
 
Interviewee 7 said: ”Ekornes have established their brand massively in the UK” …. ”It’s a very 
clear brand and consumers interpret their qualities better than alternative 
makes”(Midlands). Interviewee 1 said: ”I think it`s just the way they market and promote it, 
it`s very clever”(Midlands).  Interviewee 2 also said: “it’s an expensive product, but it sells 
very well…I think they’ve got the market …they know how to advertise, how to make it, we 
never get problems with them” and ”it’s a good reputation, they do very good 
advertising..their promotions, their guarantees, even when you phone up the office, the info 
is there immediately”. It appears that the dealers are very satisfied with Ekornes as a 
manufacturer as well as their service. Interviewee 2 said: ”their training is obviously very 
good, ”they’ve put a lot of money into the research to get he product right”.   
 
Another important factor is that the image of the Stressless brand and products appears to 
lead to positive word‐of‐mouth. All of the interviewees agreed that word‐of‐mouth was an 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important factor in purchase decisions. Interviewee 3 said: ”Certainly in the UK as I’ve found 
it, the people that come for this product have come because they know somebody else that’s 
got the product”. Interviewee 3 said: ”that is absolutely unique. I do not get anybody walking 
in asking me for any other product because they’ve sat on it in somebody else’s house”(North 
region).  
 
The dealers also mentioned that the selective strategy chosen for the distribution system is 
good for the product. Interviewee 10 said: “I think they’ve done a good job in not putting this 
product into every shop” …. “they’re very selective as to who they want to deal with” …. “It’s 
coming up to be a strong brand as well and to have that brand in only selected stores and 
have strong brand recognition is hard to achieve”(Scotland).  
 
   
6.3 Customer survey 
A customer survey consisting of five female and five male respondents was conducted in 
order to include consumer opinions and impressions of the new product range (Appendix L). 
The respondents were within the main age range of 40 to 60. A summary of the main 
findings is presented in the following.  
 
6.3.1 Findings 
Only one respondent had a recliner, but did not remember its brand. Furthermore, only one 
could name a recliner brand, which in this case was Stressless. Nevertheless, half of the 
respondents recognized the brand name of Ekornes Stressless recliners when mentioned. 
As we found, the main values customers are looking for are comfort followed by design and 
lastly price. 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Positive impressions on the product range were: 
‐ “Good amount of headspace.” (female 30) 
‐ “Stylish and contemporary.” (male 45) 
‐ “Looks quite comfy.” (male 45) 
‐ “Nice and modern.” (female 45) 
There were also some minor negative impressions;  
‐ “Too modern for my taste.” (female 50) 
‐ “Not comfy enough.” (female 40) 
‐ “They look very masculine.” (female 40) 
 
The main customers for the product line are perceived to be young and upcoming people in 
general. Nevertheless, one respondent found the recliners to be most suited for “mature 
people in the age of 50 plus.” (male 40) 
 
‐ “Young professionals without kids.” (male 50)  
‐ “Young people who cannot afford them yet.” (male 50) 
‐ “Someone with a big nice penthouse apartment, these look like the take up quite 
much space.” (female 40) 
 
None of the respondents could see themselves in the immediate need of buying a Stressless 
recliner. Answers like “we are too old” (female 60) and “maybe in the future” (male 40) were 
common. Some could however consider buying one “if it comes with matching things like 
sofas and tables” (female 30). Furthermore, the youngest respondents found the Jazz to be 
most appealing, whereas the respondents over 45 found the Blues as a better purchase.  
 
 
 
   
Leeds Metropolitan University 80 
 
6.4 Conclusion 
 
The data analysis showed that there was a great deal of consistency in the opinions of the 
selected dealers. Furthermore, there was also consistency between the opinions of the 
interviewed dealers and the small sample of customer surveys. The main consistencies were 
found to be the characteristics of the main target segment for the new product line, which 
were; young and up and coming people. Other common factors were characteristics such as; 
stylish and contemporary, comfy and modern. Furthermore, both the interviewees and the 
customers felt the Blues appeals to an older segment. 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Chapter 7: Conclusion and Recommendations  
 
7.1 Introduction 
The objective of this chapter is to discuss the data analysis performed, and link it to the 
relevant literature review previously presented for this dissertation project. The discussion 
will start by summarizing the data analysis and each research objective in a marketing 
analysis, followed by a conclusion of the dissertation objectives and strategic 
recommendations. The recommendations for future research will also be presented.  
 
7.2 Marketing analysis 
As previously discussed, the aim of this study is based on the two following guiding overall 
objectives; 
 
1. Is the current distribution system and /or strategy the best suited for the new 
product range? 
2. If not, what are alternative distribution strategies? 
 
In order to reach our research objectives, several more precise questions which needed 
investigating were developed. These are: 
 
 What kind of customer segment do the selected dealers appeal to? 
 What kind of market position do these dealers have? 
 Who are the Stressless Jazz/Blues customers? 
 What are the dealers who are more successful doing different, and can this be 
applied to others? 
 Is Ekornes reaching the target consumers of this new product range? 
 
In order to answer the research questions, we begin by summarizing the main findings linked 
to the customer segments the selected dealers appeal to and their market position, followed 
by a summary of the Stressless Jazz and Blues customer characteristics. 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Customer segments the selected dealers appeal to 
 
 Majority of customers comprised of an older segment 
 Most classify their customer group as; wealthy, professional, probably got minimal 
mortgage and financially secure 
 Main income range defined as middle to upper market 
 
Market position of selected dealers 
 
 Perceived market position was commonly described as  higher end, a family run 
business going on word of mouth, customers trust the company 
 Good reputation, traditional 
 Well known in the area 
 
Customer generally interested in traditional Ekornes products 
 
 Mostly older age groups purchasing the products 
 50s and upwards 
 Core customers mostly interested in the traditional Ekornes products 
 
Characteristics of Stressless Jazz customers  
 
 Product is aimed at and will mostly appeal to a younger market 
 Jazz customers perceived to be up and coming people with money that want 
something stylish and want to make a statement 
 Affluent younger people from late 20s to 30s and 40s 
 Niche product 
 Appearance of the Jazz was perceived to be more masculine, a “man’s chair”. 
 
 
   
Leeds Metropolitan University 83 
Why customers are generally interested in buying the Jazz model 
 
 Younger groups more concerned with style and appearance  
 Main attributes and features emphasized are design and style 
 Stylish product, style and aesthetics are modern  
 
Main impressions of the Blues 
 Modern, contemporary and stylish 
 Perceived to have a “softer” and more “female” look to it 
Which customers might be interested in purchasing the Blues 
 
 Appeals to a younger segment 
 May also appeal to an older target group, because it is more similar to the 
traditional chairs 
 
Table 9 Summary of main findings 
 
 
These above listed factors were common and consistent for all the interviewed dealers. The 
next step is to discuss the success level of the selected dealers. In order to consider if the 
dealers who are more successful are doing anything significantly different from the less 
successful dealers, the authors have considered the main factors which are thought to 
influence the level of sales. The factors were identified through the research and analysis 
process and consist of: the store location, the Ekornes showroom, the sales process, sales 
training and promotion.  In order to show any differences and/or consistency, the identified 
factors are presented and summarized in the following. 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Region 
and store 
number 
Showroom 
floor  Showroom  Location  Sales Process 
Promotion/ 
TV area 
Sales 
traning: 
Ekornes 
school 
Scotland                   
Scotland 
store 1   1st floor 
Medium sized, premium 
category, placed by other 
high‐end furniture, Jazz with 
own showcase display 
Independent 
store  Comfort test 
TV, Local 
newspaper/ yes  Yes 
Scotland 
store 2   3rd floor 
Large sized, premium 
category, entire floor 
dedicated to Ekornes 
products, Jazz with own 
showcase display 
Independent 
store 
Comfort test, 
relaxed sales 
approach 
TV, Local 
newspaper/ yes  No 
Scotland 
store 3  1st floor 
Medium sized, premium 
category, placed by other 
high‐end furniture, Jazz with 
own showcase display 
Independent 
store 
Comfort test, 
relaxed sales 
approach 
TV, Local 
newspaper, 
Radio, Events/ 
no  Yes 
North                   
North store 
1  1st floor 
Large sized, premium 
category, placed by other 
high‐end furniture 
Independent 
store  Comfort test 
TV, Newspaper/ 
no  Yes 
North store 
2  1st floor 
Medium sized, premium 
category, placed by other 
high‐end furniture, Jazz with 
own showcase display  Retail park 
Comfort 
test,relaxed 
sales approach 
A brochure every 
quarter,TV, 
Advert etc/ no 
Recieved 
training 
North store 
3 
Ground 
floor 
Small sized, premium 
category, placed by other 
high‐end furniture, Jazz with 
own showcase display  Retail park 
Comfort test, 
relaxed sales 
approach 
TV, Adverts, 
Posters/ no   Yes  
Midlands                   
Midlands 
store 1  Basement 
Large sized display, premium 
category, placed with other 
high‐end furniture, Jazz with 
own showcase display 
Independent 
store 
Relaxed sales 
approach, no 
pressure 
selling 
Adverts, Radio, 
TV, Newspapers, 
Magazines/ yes  No  
Midlands 
store 2  1st floor 
Large sized display, premium 
category, placed with other 
high‐end furniture, Jazz with 
own showcase display   Retail park 
Comfort test, 
no price on 
products 
Newspapers, TV, 
Adverts/ yes  Yes  
Midlands 
store 3 
Ground 
floor 
Large sized display, premium 
category, placed with other 
high‐end furniture, Jazz with 
own showcase display 
Independent 
store  Comfort test 
Joint promotion 
with Ekornes/ 
yes  No 
South                   
South store 
1 
Ground 
floor 
Jazz displayed separately with 
own showcase  Retail park  Comfort test 
Radio, TV, Glossy 
magazines/ 
unknown  Yes 
South store 
2 
Ground 
floor 
Small sized, premium 
category, placed by other 
high‐end furniture, Jazz with 
own showcase display 
Independent 
store 
Comfort test, 
no pressure 
selling, build 
relationship 
with customer 
Adverts, Internet 
page, Letters/ no  Yes  
South store 
3 
Ground 
floor 
Medium sized, premium 
category, placed with other 
high‐end furniture 
Independent 
store  Comfort test 
Radio, TV, 
Newspapers, 
Direct mail/ no 
Recieved 
training 
Table 10 Influential sales factors 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As illustrated in Table 10, there is substantial consistency among the interviewed dealers 
with regard to the factors thought to influence the sales process and level of sales. The 
different dealers are categorized by region and store number according to the level of Jazz 
sales turnover. The data is based on observation of the different stores and the in‐depth 
interviews.  
 
As illustrated, there seems to be no significant differences with regard to the showroom 
display, location of store, sales process, promotion and sales training among the interviewed 
dealers. Furthermore, there are seemingly no apparent differences between the best selling 
and the less successful dealers.  There are some variations with regard to the size of the 
showrooms, the location of the store and the level of training. However, there were no 
consistent differences found between the best selling and less successful dealers.There were 
some regional, and possible demographic and psychographic differences found. The size of 
the population may also be an important factor with regard to the level of sales. These will 
be further discussed in the following.  
 
7.2.1 Regional differences  
There were some regional differences found. The region of Scotland particularly stands out 
from the rest of the researched regions. This region clearly has the highest sales figures with 
regard to the Jazz model. An especially interesting fact with regard to Scotland is that it is 
common for people to eat in and spend more time and money on their homes. Traditionally, 
they have a front room which they use at the weekends and a smaller sitting room which 
they might use during the week, which gives more room for upholstery. Interviewee 10 said: 
“up in Scotland, people are quite sophisticated and they want their rooms to look the best”… 
people in Scotland spend more money on their homes”. The interviewees in the region of 
Scotland mainly agreed that people in Scotland were more sophisticated, which may imply 
that people are more open to contemporary design and style. This particular difference 
between the different regions shows that there are some geographical differences. The 
concept of geographical segmentation was thoroughly discussed in the literature review. 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Another reason however may be that the independent stores placed in this region are 
placed in larger cities, while most of the stores in the other regions are placed in smaller 
cities. In connection to psychographic factors, people in smaller communities tend to have 
more traditional lifestyles and values compared to people based in larger cities. These 
consumers are the Ekornes core customers. As shown in the data analysis, the Ekornes core 
customers are mainly interested in the traditional product line and may be reluctant towards 
the new product line because they find it too modern and expensive. There were also some 
implications that people in the region of Scotland generally have a higher income range, and 
a different lifestyle which may be an important factor with regard to the higher sales levels.   
The next step is to consider if Ekornes is reaching the identified target group of the new 
product line.  
 
7.2.2 Target market 
As identified through qualitative analysis, the company is reaching its target market group to 
some extent. As previously presented, the segments that were found to be attracted to the 
Jazz were Group D and E. However, the aim of this study was to identify which customers 
were actually buying the product. The analysis showed some consistency between the 
identified customer characteristics and the Mosaic classification. Customer characteristics 
were mostly found to be: young, well‐educated, professional, affluent, up‐and‐coming 
people who want something stylish. These factors are coherent with the Group E of the 
Mosaic classification; Urban intelligence. 
 
 However, the factors found were less consistent with the Group D classification. 
Furthermore, because the Jazz is marketed through the existing distribution channels, there 
are also some traditional core customers of Ekornes who are buying the product. The 
existing distribution channels were identified on the basis of the traditional product line and 
segments. However, these channels of distribution may not be the best suited for the new 
product line. The effectiveness of the distribution channels will be discussed in the following.  
 
 
   
Leeds Metropolitan University 87 
 
7.2.3 Channels of distribution 
The small independents tend to be focused at the upper‐end of the mass market, and often 
target specific niches. Because of this they are more differentiated (Mintel, 2008). It is these 
types of distribution channels Ekornes has traditionally used. Furthermore, there is the 
question of where and how consumers shop for furniture.  
 
According to a nationally representative consumer research survey conducted in 2008, on 
behalf of Mintel, various retailers of furniture were positioned in terms of two key measures 
of their demographic characteristics‐ age and affluence. A nationally representative sample 
of 1,993 adults aged 15+ participated in the survey (Mintel, 2008). The results are presented 
in a market positioning chart for furniture retailers, illustrated below. 
 
 
Figure 10, Mintel 2008 
 
The size of each “bubble” relates to the number shopping for furniture at that particular 
outlet in the last three years. As illustrated in the chart, the younger age group mostly shops 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for furniture in the larger retail chains such as IKEA, DFS and other similar retailers. On the 
contrary, the older and more affluent age group mostly buys furniture in the smaller, 
independent furniture retailers that have an older and more affluent age group. This is 
consistent with our prior findings, where the interviewed retailers consistently identified this 
group as their main customer group. The most popular outlets for buying furniture, the retail 
chains, seem to have a younger mass market profile. As the Jazz model is targeted towards a 
younger market, the question is if this segment is reached by using small independent retail 
chains. The target segments identified for the Jazz model are comprised of wealthy 
professionals, up‐and‐coming affluent people who want something stylish.  These people are 
not necessarily part of the mass market segment. 
 
 Furthermore, there are other elements which must be considered when considering 
alternative distribution strategies, such as the market positioning of the product and 
branding.  
 
7.2.4 Positioning 
Stressless products are in general positioned according to several attributes and 
characteristics. The Ekornes brand occupies a distinct place in the mind of the customer. The 
brand is associated with benefits such as “comfort”, functionality, performance and superior 
quality. Furthermore, the Jazz and Blues model have attributes and characteristics based on 
design, style, and exclusiveness. The products are niche products with a high price, which 
probably do not appeal to the mass market. They are positioned as high‐end exclusive 
products and should therefore be marketed through a selective or exclusive marketing 
strategy. Distributing the products through mass distribution channels can therefore damage 
the brand and positioning of the product.   
 
7.2.5 Differential advantage 
The differential advantage is based on customer value consisting of the utility they perceive 
the product to offer. The brand name of Stressless is regarded as superior compared to 
competitors with regard to the quality and functionality of the product. Both the product 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and image drivers of utility were particularly emphasized as a major differential advantage 
by respondents in the primary research. The physical product is differentiated by design, 
specifically the performance, features, reliability, conformance and aesthetics. The well 
known brand name allows for high recognition and a higher purchase rate. Research has 
shown that when a well known brand name is attached, consumers will not only choose this 
brand but will also be willing to pay more for it (Doyle & Stern, 2006). This is a strength for 
the new product line, which will benefit from the strong brand name. For the Jazz and Blues, 
image utility factors are especially important. The two products have a luxury image, and can 
especially appeal to consumers who want to enable positive personal or social statements. 
 
7.2.6 Branding 
The tangible elements of the Ekornes brand are the previously discussed attributes above. 
However, the Stressless brand also has intangible elements which add value to the product.   
These added values are found in the augmented product and are the result of effective 
marketing strategies which develop a distinctive position of the brand in the consumer’s 
mind. The Stressless brand has several added values for the consumer such as status and the 
exclusive image of the product, which enhance the overall value of the products.  
  
 The origin of the product is also an important element in the Stressless brand. According to 
the country‐of‐origin effect, Scandinavian products are considered reliable and high‐quality. 
It is fair to say that the Ekornes Stressless brand has high brand equity, which leads to brand 
loyalty. Strong brand loyalty is especially important for high‐involvement products, such as 
Stressless, because there is high perceived risk to switching brands, and consumers may 
therefore be reluctant to switch if satisfied (Percy & Elliott, 2005). These aspects of the 
Stressless brand can be used in the marketing of the new product line. 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7.3 Conclusion of dissertation objectives 
Following the marketing analysis, the customer segments and market position of the 
interviewed dealers were found to correspond more to the traditional Ekornes segments. 
There were also no apparent differences found between the best selling and the less 
successful dealers. The differences in the level of sales may therefore be assigned to 
differences in geographic, demographic and psychographic factors. The customer segments 
of the Jazz and Blues were found to be a younger segment, which are more likely to shop 
furniture in the larger furniture chains. Although the identified segment is being reached to a 
certain extent, it can be argued that the full potential of the segment is not effectively 
targeted. The current distribution system may therefore not be the best suited for the new 
product range. Alternative distribution strategies should therefore be considered.  
 
 
 
7.4 Strategic recommendations  
 
7.4.1 Product life cycle 
 
The stage in the product life cycle has implications on the marketing strategy for the product 
line in question. The product line started out in the introduction phase with the launch of 
Jazz. The introductory phase may be slow due to the difficulty of overcoming buyer inertia 
and stimulating trial of a new product. The main marketing objective in the introduction 
phase is to gain awareness. Sales in this phase may be low, and the differential advantage is 
based on product performance. The distribution in the introduction phase is limited and has 
been selective due to positioning in the high end of the UK furniture market. Promotion is 
focused on creating product and brand awareness, and is made easier by Stressless being a 
well established brand name in the UK. 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With the introduction of the Blues model, the product line is now moving into the growth 
stage. The growth stage is usually characterised by more competition, introduction of new 
models and intensifying distribution. The focus is on entering new segments, and maximising 
market share. The implications for the marketing mix are higher degree of promotion, 
focusing the differential advantage on brand performance and image.  The price at this stage 
should usually be lowered. However, the product line in question is positioned in the high‐
end market based on exclusiveness, and is not aimed at the mass market. Lowering the price 
at this stage, may therefore not be a viable strategy. 
 
Furthermore, market research shows that the number of wealthy achievers who are willing 
to pay for premium quality is growing. There are also rising demands for space efficient 
products and “single” chairs, which is positive for the new product line. Following this 
discussion, the main implications for the marketing mix concern the place and promotion.  
 
 
7.4.2 Marketing mix 
 
Place 
 
Entering the growth stage requires intensified distribution. The company should consider a 
multichannel marketing strategy, and choose several different marketing channels to 
distribute the products in order to reach more customer groups. The benefits of choosing a 
multichannel strategy are increased market coverage, and customised selling (Kotler & 
Keller, 2006).  
 
Distributing the Jazz and Blues models through other distribution channels, such as retail 
chains, may have a negative impact on the exclusive image of the products. An exclusive 
distribution strategy is the best suited for high‐priced luxury image products, and will help 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achieve a superior brand image.  Furthermore, the current distribution system should not be 
replaced, but rather expanded.  
As originally aimed, the product line should be placed in the more modern retailers, such as 
retailers based in retail parks out of town with larger display areas. Drive‐time tools may be 
used to take into account competing distributors in the area.  
 
As the product line now is expanded, a new attempt at pushing the new product line into 
smaller independent stores which sell designer led products should be attempted. This 
strategy should especially be pursued in the larger cities, and known residential areas of 
Group E.  These distribution channels should be supplementary to the existing distribution 
system. The choice of new distribution channels should be based on the main identified 
customer segment, which is coherent with the Group E Mosaic classification. 
 
 
Fig. 11 Group E Main residential areas 
 
 
   
Leeds Metropolitan University 93 
The above figure illustrates the main residential areas for the Group E Urban intelligence 
segment. The distribution should therefore be expanded through smaller independent 
stores based in larger residential areas, specifically London and the surrounding areas.  
Promotion 
The promotion at this stage should be high and specifically focused on the brand image of 
the products in question. A possible strategy is more aggressive advertising towards the new 
identified segment. According to the Mosaic classification, the group E segment uses the 
internet in a high degree (38.94%). This group also likes to read the newspapers, such as the 
Daily Mail (19.56%) and The Guardian (10.79%). Advertising should therefore be focused on 
these communication channels. Online retailing is also expected to grow, and may be a 
factor which could be used to target the identified segment and attract new market 
segments (Appendix H).  
 
The Buying decision process 
There are several other factors influencing the buying decision process. In this case, 
demographic factors, lifestyle factors, the high level of involvement and the positive beliefs 
and attitudes towards the brand are essential. Social factors are particularly important for 
the Stressless brand. As identified through the data analysis, reference groups such as 
family, friends and co‐workers are especially important with regard to word‐of‐mouth, 
appears to be one of the main influences in the buying decision.  
 
As a result of the data analysis, the authors were able to identify a general buying decision 
process for Ekornes customers, as illustrated in the following. 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Fig. 12 Ekornes buying decision process 
 
 
 
Ekornes customers spend a significant amount of time on information search prior to 
purchase. The company can therefore influence the customers a great deal at this stage 
 In this respect, the focus of the marketing strategy should be on generating positive word‐
of‐mouth through events that attract a large crowd, placing the product in non‐sales related 
areas, offer samples of the product and service and identify the most influential people in 
the target market (Kotler & Keller, 2006). As illustrated, the purchase decision is based on 
familiarity and product knowledge, which is a strength considering the high brand 
recognition for Stressless.  
 
 
7.5 Identifying alternative distribution strategies 
When choosing alternative distribution strategies, Bowlby et al. (1984) suggested a sequence 
could be considered as part of retail location strategy. The company may undertake the 
following steps when identifying alternative distribution strategies; 
 
1. Search for geographical areas that may have potential for selecting new dealers. 
2. Find the best site(s) available within the given areas and forecast the store’s turnover 
that may be derived from these. 
3. Examine all the detailed features of a specific site that are relevant to potential store 
performance. 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In order to further evaluate potential retailers, the company should use the checklist 
techniques as presented in Table 7.2. The most relevant factors in the case of Ekornes are; 
 
 Population; size, age profile, income level, disposable income per capita, 
neighbourhood classification, lifestyle measures, current shopping patterns etc. 
 Accessibility; convenience, visibility 
 Competition; direct and indirect competitors, turnover estimates 
 
An underlying goal of the process is to deliver superior customer value and design optimal 
channels to reach the target market.  
 
The Blueprint is a possible marketing channel planning approach for the company based on 
the operational excellence and customer intimacy. The approach can enable the company to 
reorient their distribution system in order to be more responsive to customer needs and 
reach the target market for the new product line. This model is a possible approach if a 
strategy of channel expansion is pursued. However, there are many other possible solutions 
and theoretical approaches to channel development.  
 
 
 
Fig. 13 Analytic approach for designing customer‐driven distribution systems 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7.6 Recommendation for future research 
 
 Due to the fact that this study is built around a small scale research project, the 
results of the research would be more accurate if a larger sample is examined. A 
larger sample of interviewees will allow for broader and more accurate conclusions 
with regard to the effectiveness of the distribution.  
 For this research, the main focus is on the retailers own impressions and opinions. 
Further research on a consumer level is therefore needed in order to include the 
consumer’s views. 
  In order to accurately segment the market for this product line, further research is 
needed especially across several demographic and geographic profiles, by using focus 
groups and/or surveys.   
 
 
 
 
7.7 Conclusion 
A marketing analysis was performed in order to conclude the dissertation objectives. The 
findings were brought together with an application of the marketing models and theory 
presented in the literature review. Based on the marketing analysis, strategic 
recommendations for the new product line were presented, both in advising the company 
and in suggesting further academic work. 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Appendix A 
New product line 
 
Stressless Blues 
Large      Medium 
 
 
 
 
Stressless Jazz 
Large      Medium 
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Appendix B 
Traditional line 
Wave       Space 
 
 
 
Reno      Mayfair 
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Appendix C 
The new studio concept 
 
 
Appendix D 
 
Housing market slows 
House prices, transactions and average number of years between moves, 2002, 2007 and 
2012. Broader Market environment, Mintel 2008 
  
 2002  2007 (est) 2012 (proj)  % change  
2002 -07 
 
% change 
 
2007 - 12 
Average 
house prices £ 
135,884 195,538 217,205 +43.9 +11.1 
House 
transactions  
1,790 1,569 1,924 -12.3 +22.6 
Transactions 
as % of GB 
housing stock 
6.9 5.8 6.9 -1.1* +1.1* 
Average 
number of 
years between 
moves 
14.5 17.2 14.5 +18.6 -15.7 
Number of 
UK 
households – 
millions 
25.0 26.18 27.26 +4.7 +4.1 
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Appendix E 
 
An ageing population – will pay for comfort FIGURE 6: UK population, by age, 
2002-12 
   
 
 
 
Appendix F 
 
Adult population trends, by socio-economic group, 2002-12 
  
 2002  2004 2006 2007 2012 
(proj)  
% change  
2002- 07 
% 
change 
2007- 
12  
AB 11,657 12,214 12,801 12,972 13,686 +11.3 +5.5 
C1 13,436 14,243 14,389 14,518 15,190 +8.1 +4.6 
C2 10,131 10,296 10,351 10,403 10,569 +2.7 +1.6 
D 8,407 7,911 7,967 7,928 7,864 -5.7 -0.8 
E 4,676 4,304 4,294 4,345 4,390 -7.1 +1.0 
Total 48,306  48,968  49,801  50,165  51,699  +3.8  +3.1  
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Appendix G 
 
Smaller households on the rise 
Number of UK households, by number of persons in household, 2002-12 
  
 1 person  2 person  3 person  4 person  5+ person  
2002 29.2 35.0 15.8 13.3 6.7 
2003 29.4 35.1 15.7 13.1 6.7 
2004 29.9 35.2 15.5 12.9 6.5 
2005 30.2 35.3 15.3 12.8 6.4 
2006 30.6 35.3 15.1 12.6 6.4 
2007 (est) 30.9 35.4 15.0 12.5 6.2 
2008 (proj) 31.1 35.5 14.9 12.3 6.2 
2009 (proj) 31.4 35.5 14.9 12.2 6.0 
2010 (proj) 31.6 35.6 14.8 12.1 5.9 
2011 (proj) 31.7 35.7 14.8 12.0 5.8 
2012 (proj) 31.9 35.8 14.7 11.9 5.7 
 
 
 
 
Appendix H 
UK online spending by sector  
2000‐2010 (£m) 
Sector 2005 2006 2007 2008 2009 2010 Growth 
Furniture 
and floors 
349 412 478 550 616 677 93.9% 
 
 
Source: Verdict Research Business Insights Ltd 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Appendix I 
Fig. UK expenditure priorities 
Base: adults aged 15+ 
 
2006 2007 2008 % point 
change 
Number of respondents  2103 2063 2029  
  % % % 2006 -08 
Taking a major foreign holiday 
 
25 23 23 -2 
Taking more short breaks 
 
18 22 22 +4, 
Doing small repair, 
maintenance or improvement 
tasks 
 
24 19 18 -6 
Eating and drinking out 
 
17 20 17 0 
Buying new clothes and shoes 
 
19 20 15 -4 
Improving the garden 
 
15 17 14 -1 
Paying off credit card debt 
 
16 14 13 -3 
Paying off mortgage debt 
 
10 10 12 +2, 
Increase savings and 
investments 
 
13 12 11 -2 
Buying a new or second hand 
car 
 
11 12 10 -1 
Buying new furniture/carpets 
 
13 12 10 -3 
Membership of a health and 
fitness club 
 
6 11 10 +4, 
Making major renovation to 
home eg new 
kitchen/bathroom 
 
13 10 9 -4 
 
Visiting cinema and theatre 
 
10 9 9 -1 
School/university/tuition fees 
 
7 8 9 +2, 
Special occasion eg wedding, 
anniversary celebration 
 
7 7 6 -1 
Buying durable goods 
 
6 6 6 0 
Increasing pension provision 
 
5 6 6 +1, 
Adding a major feature to 
home eg conservatory/loft 
extension 
 
6 5 5 -1 
Buying my first home 
 
5 5 5 0 
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Appendix J 
 
Mosaic UK classification for Ekornes 
Group A: Symbols of success 
Symbols of success is comprised of people whose lives are 'successful'. These are people 
who have rewarding careers rather than jobs, who live in sought after locations, who drive 
the more modern and expensive cars and who indulge in the most exotic leisure pursuits. 
Most appear to enjoy stable households and are now well set in their careers. In other 
words, these are people with rewarding careers, who live in sought after locations, affording 
luxuries and premium quality products. Status among these people is established in more 
subtle ways, by the values associated with the brand rather than by the product category, 
and by the manner in which the product is accessed and consumed.  
 
 
 
 
• Expensive cars 
• Choicest housing 
• Rewarding careers 
• Professional 
occupations 
• High incomes 
 
 
• Exotic leisure 
pursuits 
• High net worth 
• Successful 
• Middle‐aged 
 
Group C: Suburban comfort 
These are families who are successfully established in comfortable, mature homes. Children 
are growing up and finances are easier. Suburban Comfort approaches brand decisions with 
cold rationality rather than sentimentality. They make choices on the basis of relative 
benefits and value for money rather than on grounds of brand positioning and identity. 
 
 
Key features 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• Self reliant 
• Plan for retirement 
• White collar workers 
• Hardworking 
 
 
• Comfortable homes 
• Independent 
• Mature suburbs 
• Older children 
• Married couples 
 
Group J: Grey perspectives  
This group consists of pensioners living in their own homes who are relatively active in their 
lifestyles. This group contains people who have lived long enough to have formed a clear 
view of their opinions and personalities, and are therefore mostly people who have strong 
principles or prejudices and who do not use consumption in order to define or to 
demonstrate their status. In terms of consumer values, these people support traditional 
views, activities and brands and prefer advertising that informs, using clearly stated benefits, 
rather than advertising that conveys heavy lifestyle content. 
 
 
 
 
 
• Principles/prejudices 
• Own their homes 
• Index linked pensions 
• Significant capital 
• Prefer face‐to‐face service 
 
 
• Active 
• Good health 
• Relocated on 
retirement 
• Pensioners 
 
Key features 
 
Key features 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Group K: Rural isolation 
This group is comprised of people living in rural areas where country life has not been 
influenced by urban consumption patterns. In terms of consumer values, Rural Isolation has 
very different values to its urban counterparts. People should be seen as they are and not in 
terms of their position or in terms of the products that they consume. Personal self reliance 
is also highly valued. 
   
 
 
 
 
 
• Churchgoers 
• Cars important 
• Distinct rural life 
• Farming 
• Agro‐tourism 
 
 
• Authenticity 
• Work long hours 
• Small 
communities 
• Older people 
 
 
 
 
 
 
 
 
 
 
 
 
Key features 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Appendix K 
Topic Guide- Ekornes Research 
 
 
 
Introduction:  
 
 Start by a 10 min get-to-know the respondent round 
 First of all, thank you for taking the time to speak to us…  
 For the record, my name is…. and I am a student at Leeds Metropolitan University. 
 I will be conducting this interview on behalf of Ekornes, as a part of our final 
dissertation project. 
 
 
Interviewers explain: 
 
 
Aims of the study 
 
I would like to begin by telling you about the aims of this study which are to collect 
information about the new product range of Ekornes, which consists of the Stressless Jazz and 
Stressless Blues recliners 
 
 This interview focuses on the retail managers own impressions, experiences and 
opinions regarding the two products in question 
 
 
First of all, I would like to go through some aspects concerning the interview 
 
 We will be tape-recording this interview, for the purpose of further analysis 
 The interview will be held strictly confidential, and the respondents name will be used 
solely for own purposes 
 
 
Background 
 
I would like to start with a brief introduction. Would you like to begin by introducing 
yourself? (name, the name of the retail store and a little bit about the nature of the job). 
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Topics 
 
 
1. Furniture business 
o How long have you been in the furniture business? 
o How did you get into the furniture business? 
o How long has your store been selling the Ekornes products? 
o What are some of your main experiences and impressions in/about the furniture 
business? 
 
Regarding:  
• Competition 
• Emerging products- Asian manufacturers 
• The increasing amount of large retail-chains 
 
o What are do you think are the main reasons for buying furniture? 
• Relocating? 
• Redecorating? 
 
2. Ekornes showroom 
 Location in store 
o where are the products located in the store 
o which category (price, quality, type of furniture etc) 
o which products are generally on display, is the Jazz on display? 
o how are the products displayed 
 
 Materials, brochures  
o How are the materials displayed in-store, and are they readily available to 
customers 
o Do you frequently receive relevant materials from Ekornes 
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3. Sales process 
 
 Sales approach 
o What kind of sales approach is most commonly used 
o Does the sales team receive any particular sales training regarding the Ekornes 
products, or any other products 
o If so, what does this type of training include 
 
 Promotion 
o how do you in general promote the Ekornes products 
o how does Ekornes promote it’s products towards the retailer 
o do you think there is a more effective way to promote the products, if so in 
what way 
 
 
4. Customer characteristics 
 
 what kind of customers/segment(s) would you say shop at your store 
o age group 
o income range 
o lifestyle 
 
 what is your market position 
o compared to competitors 
o who do you perceive as your main competitors 
o why do you think customers choose your store 
 
 what kind of customers are generally interested in Ekornes products 
o what are they mainly looking for, what attributes/functions do they 
generally emphasize; design, price, comfort, functionality 
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5. New product range  
 
 Stressless Jazz 
o Who do you think the typical Jazz customer is 
 
o Why do you think customers are generally interested in buying the Jazz model 
- What do you think its main attractions are 
- Design 
- Price 
- Comfort, functionality 
 
o Have you received any customer feedback on this particular product 
 
 Stressless Blues 
o Have you ever seen this model before 
o What is your immediate impression of the Blues model 
o Which customers do you think would be interested in purchasing the new 
Blues model 
o What do you think its main attractions are 
o Do you perceive the Blues model to be different from the Jazz model 
 
6. Retailers own impressions and opinions 
 
 How do you think Ekornes products are perceived compared to competing brands 
 What kind of image do you think the product has 
 What do you think is unique about the Ekornes products, especially compared to 
competitors 
 
 
7. Suggestions  
 
 Do you have any suggestions to Ekornes about new products? 
  Is there something you would want/like to change? 
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Appendix L 
Customer survey- Ekornes research 
 
 
Date: 
Male/female: 
Age group (ca): 
 
1. Do you own a recliner and if so, what type (brand) of recliner? 
 
 
 
2. What types of recliner brands do you know of? 
 
 
 
3. What do you (would you) value most in a recliner? –price, design, comfort. 
 
 
 
4. Have you heard of Ekornes Stressless recliners? 
 
 
 
5. I would like to quickly show you two new recliners out on the market now.  
 
- What is your first impression of these two recliners?  
- Which of these two recliners do you find most appealing? 
 
 
 
6. Who do you think would buy this type of recliners? 
 
 
 
7. Would you consider buying a Stressless recliner and if so why would you 
choose this particular type of recliners? 
